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You can’t 
seu, top this 
VALUE! 


36 ft. x 24 ft. 
864 sq. ft. 


INLAND PACKAGE 
F.O.B. Piqua, Ohio 


e 
ag 


homes 
Sti | The inland package contains exterior room site panels 
i factory applied. Windows, doors ar back 
| Cader interi ized partitions and complete trussed 
or right hond | Stalled. Pre-assembled interior room sized pa 
alternate Hoor terior finish supp ( all included in the -C:640 series at this 
els. When you build an Inland Home project you can pre 
: sameness by using our wide yariet if your sales are lagging and 
ice is too high or too low — if yo 
If sales price is 
your profits too low, now is the time to write Us ‘or 
— 
Inland 


LINEN 


Petal Pink 
Lipstick 
French Blue 


PEARL 


Cardinal 
Primrose 
Gulfstream 


SKYLARK 
Primrose 
Pink 

Aqua 
MILANO 


Pink 
Gray 
Antique 


more than 70 colors to choose from 


Samples of New Formica Colors—also 
information on Formica's Model Home 
Merchandising. Fill in coupon now. 


DEMAND THIS CERTIFICATION 


( 
C corliftes genuine 


Qus OFF with LOTS OF Soup (J ever crore 


Subsidiary of 
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The sales magic of Formica Sunrise colors and the Formica 
name is no accident. Blending of Formica surfaces with 
appliances in the smart new colors has been made easy with 
the fashion-right color styling of Raymond Loewy. 

Formica is a household word with your customers, All the 
benefits of genuine quality Formica are yours to profit by, for 
less than $3.00 over the price of a low cost plastic material in 
an average kitchen. 

Your customers ask for Formica because it is a brand name 
they know and trust. 

We protect this faith in our product by certifying every 
sheet with a wash-off Formica marking. It is for your pro- 
tection and guarantee that you are getting genuine Beauty 
Bonded Formica. 

Insist that the sheet marking of genuine Formica be left 
on the top until your house is sold 


FORMICA CORPORATION 
4559 Spring Grove Avenue, Cincinnati 32, Ohio 
In Canada: Arnold Banfield & Co., Ltd., Oakville, Ontario 


| Please send me free samples of the new 
Formica Sunrise Colors 
Model Home Merchandising Information 


NAME 


ADDRESS 
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New “Color Blended” Formica Patterns SM, ft youl 
N\ 
FREE! 
CITY STATE 
: Seeing is believing. If this wash-off identification is not on the surface, it's not FORMICAA_ ed 


Product Progress 


New Models 
® New Equipment 


® New Ideas 


To receive further information without cost 
or obligation for any items reviewed, use the 
handy inquiry form on page 10. 


The Beauty of Custom Fabrication 7-1 


This house, designed and prefabricated by New 
Century Homes of Lafayette, Indiana, is a striking 
example of what can be achieved with custom prefab- 
rication, New Century is one of the few companies 
which help builders design houses for individual 
clients and engineer them for factory manufacturing. 
The company also has a full line of standard sade 
of two, three, four and five bedrooms with many vari- 
ations in exterior and interior styling. One of the 
unique features of this house is the raised living room 
overlooking a spacious outdoor patio and cookin 
area. Five terrazzo steps running nearly the full 
width of the living room and flanked by large plant 
ers provide the approach to this level. 


Autumn Leaves Ceilings 7-2 


4 Overhead diffused lighting is both effective and 
: practical when Cardenas fiberglass decorative panels 
are used for halls and entrance ways. Here illustrated 
are panels in an oriental theme with brown-toned 
mt leaves retained in their natural color and out 


lined for distinctive appearance, Cardenas panels are 
manufactured by Glass Laminators, Inc., of Seattle. 


Janet Launt, Broadway starlet shows new Uni 
Crest to its best advantage. The lightness of Uni-Crest 
belies its structural strength. Uni-Crest, a new mate 


(Please turn to page 12) 


7-3 
; Locular Levity in New Material 
- - 


Built-in 


for 
salability 


Telephone outlets in the living room, bedroom 


and kitchen are signs of modern home planning, 


\ basement phone is a real convenience, 


g up and down steps. 


Today's home buyers want convenient telephones around the house 
—with thoughtfully placed outlets and concealed telephone wiring. 
Architects with an eye for modern trends put telephone conven 
ience in a class with adequate electrical wiring. 

BELL TELEPHONE SYSTEM 


Your nearest Bell Business Office wil! help you with con 


Just ask for “Architects and Builders Service 


ealed wiring plan 
For details on home telephone wiring 


Construction File. 8i/Be. For commercial installations. Sweet 
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First sign of easing money market rates came late 


last month when bankers’ acceptance dealers 
reduced their rates by 4 of 1%. This is the 
first action in this direction since the Federal 
Reserve Board increased its discount rate in 
April. Bankers’ acceptances, credit instruments 
for importers, exporters and domestic shippers, 
are not directly connected to the mortgage mar 
ket. But all forms of credit are affected by the 
over-all supply of funds, and an easing of one 
type of credit shows what can happen to an 
other. The acceptance rate cut was set off by a 
drop in the Treasury’s 91-day bill rate, another 
indicator of a money market casing. 


Already at the highest level in history, construc- 


70, 


tion costs have edged up another 0.7%, says E. 
H. Boeckh, building cost expert. His national 
average index figure stands at 273.2 (1926-1929 

100). This compares with a 1955 average of 
262.6 and a 1940 average of 109.4. April was 
the 24th consecutive month Boeckh hal record 
ed an increase. The rise can be attributed most 
ly to increased wage rates and higher freight 
and truck costs. These factors have also increas 
ed the prices of prefabricated home packages 
to dealers 


Support for extending the VA home loan program 


One 


among builders is not as strong as NAHB lead 
ers seem to believe. Many builders are fed up 
with the unnecessary red tape of dealing with 
two housing agencies. Indeed, more than half 
of NAH B’s membership has chosen to avoid the 
GI program entirely. With such dwindling sup 
port, NAHB leaders feel now the VA program 
should be extended for just a year in order to 
give more time for study. 


could certainly conclude from statistics that 
part of the need for rehabilitating veterans has 
been met. Of the 15 million World War II vet 
erans, only four million have used GI home 
loan privileges. Of the 11 million who have not 
used it there is certainly a sizable number who. 
like the builders. chose to avoid the VA red 
tape. Many veterans have found that the inde 
pendence, freedom of movement, and lack of 
red tape connected with a conventional loan 
was well worth the extra financial effort re 
quired for the larger downpayment. Also the 
shorter term of the loan and smaller mortgage 
will have saved thousands of dollars in interest 


it may be good for your sales to advertise low 


downpayments with forever to pay, but you'll 
be doing a favor for those buyers who can afford 
it to show them the advantages of putting as 
much money down as they can afford and pay 
ing off the mortgage at an increasing rate as 
their financial ability improves. Other than 
meeting the need for liquid savings. it makes 
poor financial sense for a home owner to try to 
save money at 2% to 3% when at the same 
time he’s paying 414% or 5% on a mortgage. 


———THE JOURNAL REPORTS—— 


National survey shows little change in rental va- 


cancy rates, says NAREB. Basis for the findings 
was data gathered from 220 real estate market 
in the semiannual market survey just 
completed. Strongest influence on this stability 
is probably the high consumer interest in better 
housing. Supply of such rental housing units is 
still lower than demand. Other factors: board 
ing up of deficient units, changing patterns of 
land use, unwillingness of families to live in 
neglected areas 


areas 


Current proposed housing bills, introduced in the 


Underlined figures indicate 


Senate and the House, are full of political im 
plications. A Senate bill calls for 135,000 public 
housing units a vear until the 1949-set goal of 
810.000 units has been met. The House bill. 
just approved at this writing by the House 
banking committee, asks for 150,000 units over 
the next three years, or 50,000 a year. The Ad 
ministration wanted 35,000 units a year for 
two years, The bill would give FNMA permis 
sion to make standby commitments to builders, 
provide $550 million of the GI life insurance 
funds to make direct loans at par in high-dis 
count areas, let the GI loan program die in July, 
1957. provide $250 million in housing for loans 
for the elderly, increase limits on improvement 
loans to $3,500 with five years to pay. There is 
still a great deal of controversy over these bills 
and it is too early to predict the outcome 


HOUSING STARTS — PUBLIC AND PRIVATE 
record for that period 


1951 1952 1954 1954 1955 1956 
Jan 85.9 64.9 72.1 66.4 87.6 750 
Feb 80.6 77.7 792 75.2 748.0 
Mar 943.8 103.9 105.8 4,2 113.8 06.0 
Apr 96.2 106.2 111.4 107.7 132.0 106.0 
May 101.0 1096 1084 108.5 137.6 108.0 
June 132.5 103.5 104.6 116.5 134.5 
July 90.5 102.6 96,7 116.0 122.7 
Aug 89.1 99.1 93,2 114.4 124.7 
Sept 96.4 100.48 95.1 115.7 114.9 
Oct 90.0 101.1 90.1 1107 105.8 
Nov 74.5 81.5 104.6 
60.8 71.5 65.8 90.6 76.2 
Yearly 
Totals 1,091 1,127 1,104 1.220 1,529 


Seasonally adjusted annual rate 


private only), last 12 months 


June 1.371.000 December 1.187.000 
July 1.284.000 January 1,195,000 
August 1.410.000 February 1.120.000 
September 1,251,000 March 1,100,000 
October 1.221.000 Aopril 1.110.000 
November 1.203.000 May 1.110.000 


Nonfarm housing starts increased about 19% from April to May. 
The May 1956 total of 108,000 units, which includes 1,000 public 
housing units, was about 279% below April of the record year 
1950, and about 219% below April 1955. However, if you'll check 
the table above, you'll see that production so far this year com 
pares favorably with 1953 and 1954. The May 1956 production 
represented a seasonally-adjusted annual rate of 1,110,000, the 
same rate as in April, 
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COST STUDIES conducted by Continental Construction 
Co., Seattle, show new “panel and girder” system (2-4+ 
panels over supports 48” o.c.) cuts costs 7 ways ove 
conventional “shiplap and joist” construction. 


“Best construction we've ever 
used,” reports Ken Larsen, 
president, Continental 
Construction Co. 


Girders set flush with footings low 
house about 12”. Result: importar 
savings in materials and labor pl 

attractive “low-lying” feeling. 


Savings in material and labor costs in subfloor and framing . . . $ 78.¢ 
Eliminate underlayment in kitchen, bathroom. Labor and material . 


Eliminate need for underlayment beneath 5/16” strip flooring. (Note 
system permits pre mium strip flooring to be used at price competi- 
tive with oy: 25/32” flooring). Labor and material @ 20c per 
square foot 


Savings afforded by ease of access to work by heating and plumbing 
subcontractors. (Panels can be taken up as needed during job) 


Savings in framing, sheathing, siding due to 12” less exterior wall 
height. Labor and material 


Elimination of concrete steps and nena in three places due to 
lower floor. Labor and material : 


Savings on painting contract, staging, etc, due to 12” less exterior 
wall height. Elimination of framing around heat openings in floor. 
Labor and material 


*TOTAL SAVINGS REPORTED BY CONTINENTAL CONSTRUCTION CO. . . $500. 
Other builders report varying savings depending upon local labor 


and material costs, type of finish flooring, and type of construction 
formerly used (i.e., slab, plank and beam construction). 
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evolutionary new plywood subfloor -underlay 


p to $50000 per house 


2-4-1 is combined subfloor and underlay- 
ment in one material. Panels are 4’ x 8’ x 1" 
thick. Finish floor may be hardwood, tile, linoleum se 
or wall-to-wall carpet. Apply direct. No addi- 


tional underlayment or building ee 
7 


4\ space 
Stud 2-4-1 plywood subfloor 


2x4 plate 


2x60 —> - bad Bavel ends of girders Support 2 x 4 blocking ___ 
4 Notched A+ a" air space all around with framing anchors 
around or toe nail 
girders 
' 
¢ Metal termite shield if 
} See local required; or mop pocket asphalt roofing 
with asphalt 
grade anchor bolt set 6” 
in foundation wall 


OR MORE INFORMATION, write Douglas Fir Plywood Association, Tacoma 2, Washington 
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|Guide New PRODUCTS ADVERTISERS 


How to use this Guide: The number to the left of a manufacturer's name is dupli- 
cated on the Inquiry Form. Mark the numbers on the Form about which you want 
more information at no cost or obligation. Cut out Inquiry Form and mail today. 
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NEW PRODUCTS 
New Century Homes 
Beauty of Custom Fabrication 
Glass Laminators, Inc. 
Autumn Leaves Ceilings 
United Cork Companies 
Uni-Crest 
Institute of Boiler and Radiator Manufacturers 
Cooling for Hot Water Systems 
York Corporation 
Heat from Freezing Air 
American-Standard 
Wall-hung unit 
Lewyt Air Conditioner Corporation 
Built-in Air Conditioner 
Amana Refrigeration 
Air Conditioner 
Adams Equipment, Ine. 
Low Cost Dehumidifier 
Radex Corporation 
Electrostatic Air Cleaning Components 
Simms Building 
Southwest's Largest Heat Pump 


2 General Electric Company 


Outdoor Thermostat Control 
Chrysler Airtemp 
Model for the Mass Market 
Phileo 
“Do-it-Yourself” Central Air Conditioning 
Owens-Corning Fiberglas Corporation 
Home Comfort Test for A/C Costs 
Carrier Corporation 
Cost Chart 
Mitchell Manufacturing Company 
Low Cost Air Conditioning Models 
Frigidaire 
New 114%) Horsepower Unit 
Lennox Industries, Inc 
Stowaway Central Air Conditioner 
Typhoon Air Conditioning Company 
Weather-Selector with a Cost-Saver Plan 


NEW BOOKLETS 
The Care and Cleaning of Aluminum 

Windows During and After Construction, . 
Residential Air Conditioning 
Swimming Pool Care, 

Supplies and Equipment ..... 
Central System Air Conditioning Manual 
Nighttime Lighting Magic for Homes 
Ideas for 

Westinghouse Confection Color Kitchens 
Glamorize Your Home with 

Ornamental [ron 
A New Way of Life in the Office 
Melody Master Home Intercom System 
Mills Movable Metal Walls 

Provide Space Control 


July, 1956 


YNNNNN NNN NN NSS 


Heating. Ventilating and 
Air Conditioning Guide for 1956 
Modern Real Estate Practice 
How Good is Our Land Development? 
Blueprint for Neighborhood Conservation 
Notes on Baseboard Heating 
Air Conditioning the Home . 
Selected Plans for 
New Air Conditioned Homes 
This Year’s Pest Homes 
Award Homes . 
Prize Homes .. . 
Solar Heat & Light Control 
Sun Valley Industries 
Sliding glass doors 
Clair-Mel Builders, Inc. 
Peg Board Panel Partitions 


ADVERTISERS 

American Telephone & Telegraph 
W. G. Best Homes Company 
Douglas Fir Plywood Association 
Dwyer Products Corporation 
The Formica Company 
Harnischfeger Homes, Inc. 
Inland Homes Corporation 
Lincoln Press 
McDonald Bar Works 
Moorlee Display Advertising 
“Ownership” Program 
“Perfect Home” Magazine 
Youngstown Kitchens 

Division of American-Standard 


Products Editor 
NaTIONAL REAL Estate AND BUILDING JOURNAL 
427 Sixth Avenue S.E., Cedar Rapids, Iowa 

I want to know more about the items checked 
below. Please see that complete information is 
sent to me without cost or obligation. 
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Don’t Gamble 


on your home building program 


Bulld PzH Homes...team up with 21 years of know-how! 


If you're like most alert builders today, you're trying to 
take the guesswork, the gambling out of your business. . . 
and to cut on-site costs and overhead, to make your cap- 
ital turn faster with larger profits. 


More and more builders are doing just that by building 
Harnischfeger P & H Homes—and so can YOU! 


With P & H you get the benefit of 21 years of experience 
in efficient construction, speedy financing, planned selling 
methods. You get personalized field counsel in every phase 
of your building job. 


Your capital turns faster, builds more homes. Overhead 
and on-site costs are slashed to the bone. And architect- 
styling and really top-quality construction make P & H 


HARNISCHFEGER HOMES, inc. 


For 21 years, better value for the owner, better business for the builder 


NATIONAL REAL Estate AND BUILDING JOURNAL 


Homes the best home values at every price from $10,000 
to $20,000. 


Make your building program more efficient, safer and 
more profitable all the way. Build P & H Homes. 


Write, wire or call today: Harnischfeger Homes, Inc., 
Dept. NR-567, Port Washington, Wisconsin, Phone 611 
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Product Progress 


(Continued from page 4) 


rial, can be molded in almost any shape or form de 
sired, It is the product of the United Cork Companies 
of Kearny, New Jersey, and was originally devel- 
oped by West German chemists. The infinite variety 
of shapes and sizes possible, plus lightness in weight, 
ease of installation, and inexpensive cost is opening 
new horizons for architects and builders using this 
new cellular polystyrene material. 


What's New in Air Conditioning? 
Manufacturers and researchers are seeking ways 
to cut costs of year-round air conditioning. They 
are cutting costs of equipment and finding ways 
to build houses around air conditioning in a way 
to recover installation and operating costs. Here’s 
a round-up of industry news. 


7-4 


At Last — Cooling for Hot Water Systems 


Institute of Boiler and Radiator Manufacturers says 
this system of central summer cooling for homes heat 
ed by hot water or steam is economical and highly 
practical. The system has a water chiller in the utility 
room which sends chilled water to cooling units lo- 
cated in a central-hall, dropped-ceiling plenum. The 


ALL STEEL 


SIGN HOLDERS 
Designed by 
Wi-Donald 


Cano Inro Faame 
Ano Tuere 


@ No Bolts All Welded 
in one piece! 


@ No Nails 


Weatherproofed 
in Green or Black 


@ No Screws 


Stocked in Two Sizes 


Special Sizes Made 
To Order 


22”x14" We, Lbs. $4.25 
20”x12” We. 7 Lbs. $2.95 


Immediate Delivery 


McDonald Burglar Bar Works | 


P. O. Box 1687 10 Second Ave., No. | 
Phone ALpine 4-3962 


BIRMINGHAM, ALABAMA 
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announced 


heavy duty forced convectors dispense cool air into 
surrounding rooms through high wall registers 


Now — Heat From Freezing Air! *6 

York Corporation now has a system of air condi 
tioning that pulls heat from freezing or below freez 
ing air. This shows an office building installation of 
the heat pump system. No other fuel is needed other 
than the heat source provided by the cold air. The 
system will have wide application especially in areas 
with abundant electrical power but short on coal, oil 
or other fuels. 


Hang It On a Wall 


An entirely new ap 
proach in air conditioning 
multi-room buildings is 
said to be embodied in the 
new self-contained unit 
by American 
Standard. It’s a wall-hun 
unit with an outside orill 
said to be remarkably easy 


| to install 


A Whopping Big Order 


Lewyt Air Conditioner Corporation announces it 
has received an order for 1,060 of its built-in wall 
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air conditioners from the Hallmark Construction Cor 
poration, builders of 265 homes on a 135-acre tract in 
East Brunswick, New Jersey. The system uses several 
in-a-wall units to give perimeter distribution 


Cools 1,500 Square Feet for $800 " 


Amana Refrigeration of Amana, lowa enters the 
central unit field with this packaged, self-contained 
air-cooled air conditioner. Available in 2 and 314 
horsepower sizes, the unit can be installed anywhere 
in the home. Amana says the smaller unit will cool 
1.500 square feet for $800, including purchase price 
and installation. Available with it are prefabricated 
fiber glass ducts 


Low Cost or 7-9 


You can now eliminate 
dampness from up to a 
10.000 cubic foot room for 
less than $80. That’s the 
cost of a new dehumidifier 
put out by Adams Equip 
ment Incorporated of im 
son, Michigan. Cost was 
saved by eliminating the 
cabinet. The unit can be 
installed in many ways 
See the illustration for an 
example 


Cuts Filter Replacement Costs 7-10 


Electrostatic air 
cleaning components « 
manufactured by the 
Radex Corporation, 
Chicago, are a new 
addition to the Conco 
Modulux line of cen 
tral air conditioning 
equipment. The fil 
ters are said to re 
move up to 98% of 
all air-born dust. 
dirt, lint and pollen from the Modulux system, which 
features continuous air circulation 


Southwest's Largest Heat Pump 7-4 


This 12-story Simms building in Albuquerque is 
air conditioned by one of the Southwest's largest heat 
pump installations. Designed by Max Flatow and 
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MOORLEE SILK SCREENED 
PROPERTY AND FOR SALE SIGNS 
LOOK BETTER « LAST LONGER 


Sring Results 


Let us show you how the FINEST can be had for LESS 


A complete stock of REALTOR’S & BUILDER'S STOCK ITEMS on hand 


SOLID STEEL, ANCHORED, ANGLED, SIGN STAKES 


FREE DESCRIPTIVE FULL COLOR 
LITERATURE AND PRICES SENT 
AT ONCE 


=< 
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ANNOUNCING tHe ) 
PROGRESS Hew 
KEY LOKBOX 


BANISH KEY PROBLEMS FOREVER 


MOST USEFUL AND TIME SAVING DEVICE EVER OFFERED 


Permits 50% more time for actual Selling, Showing and Listing 
of Properties. 
@ Only one key needed to every listing in any ¢o- 
operative group whether there be 10 or 10,000. 
@ Eliminates going after and returning key to listing 
office. 


@ Eliminates duplicate keys and key boords. 


Ideal for all Sales, Rentals, Property Management, Builders, Sub- 
dividers, Architects, etc. 


Perfect for any listing whether Furnished, Occupied, or Vacont. 


Non-duplicating keys PATENT PENDING 
furnished 

Pilfer — Tamper Proof 
May be used on doors or 
windows — front or rear 


Made of Durable 
Stainless Steel 


FOR FURTHER INFORMATION 


EXCLUSIVE DISTRIBUTOR 


MOORLEE ADVERTISING 


Beverly Hills, Calif. 


Pa 
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MOORLEE DISPLAY ADVERTISING 
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The year’s most sensational sales tool is ready 
to “clinch” sales with your home buying pros- 
pects now! It’s the “Silent Architect” — letting 
your customers choose exterior, roof style, floor 
plan, garage and other components to create the 
Best “Freestyle” Home perfect for their indi- 
vidual taste and needs. 

Yet —though up to 45,000 different homes 
can be designed — you only handle one, two or a 
maximum of three basic plans. 

Sounds impossible? Write for the explanation 
and complete Best dealership information — all 
at no cost or obligation. Better yet, telephone 
collect! 


No garage, gable root 


no gorage, hip roof, “high” 
double hung windows 


sliding aluminum windows 


igh 


corport, butterfly roof ,"h carport, flying gable roof, 
sliding aluminum windows double hung windows 


or 2-car garage, flying gable 
toot, double hung windows 


1 of 2-car gorage, flat roof, 
sliding aluminum windows 


W. G. BEST homes 
EFFINGHAM, ILLINOIS 


THE BEST COMMUNITIES OF TOMORROW 
ARE BUILT WITH BEST TODAY! 
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Jason Moore, local architects, the system required, 
more than 20 tons of wrought iron pipe in the distri 
bution system. 


An outdoor thermostat control that tips off the in 
door thermostat to changing weather conditions is 
now available from the General Electric Company. 
The control, expected to cost 75%, less than other sys- 
tems, helps prevent indoor temperatures from dip 
ping with sudden outside changes. Result: greater 
comfort. 


Model for the Mass Market 7-13 


This illustration shows how an average home can 
be completely air conditioned for less than $750. The 
Chrysler Airtemp waterless 2-horsepower package 
includes a modern thermostat, outside grill 
sweat fiber glass ducts, five room diffusers. 


e, non 


“Do-It-Yourself” Central Air Conditioning 7-'* 


With Philco’s new, two-horspower central air con 
ditioning kit, a competent handyman can install the 
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Realtors Need to Activate 


Influential 


GROUP of businessmen were talking over the luncheon 
table about Realtors. Winding up the discussion, one man 


p | said, “From what I understand, that Realtor operates the most 
eop e conscientious, alert office in town.” 
That kind of talk is not unusual. It goes on every day. But 
“ i how conscious are you of its effect on your business? Yesterday 
in Their Behalf a member of that luncheon group bought a property from the 
Realtor who was discussed. He was frank to admit that he chose 
that Realtor on the basis of what he'd heard over the luncheon 
table 
An alert Realtor recognizes that this kind of recommendation 
forms the backbone of his business. He not only recognizes the 
importance of these referrals but also that there are certain 
opinion-leading people in his community who are in the best 
position to refer business to him 
To help activate the support of these key, influential people 
on behalf of one Realtor in a community, OWNERSHIP has 
been developed. OWNERSHIP is a public relations service for 
the exclusive use of one outstanding Realtor in a defined area 
It becomes his company s own personal house organ his am 
bassador of goodwill to those key people of his community who 
are his best potential business boosters 
OWNERSHIP renders these opinion-makers a service, im 
pressing upon them the sponsoring Realtors way of doing busi 
ness — the high standards of his ability, service, and integrity 
In this way, it helps him to earn the continuing respect and 
active endorsement of the persons who can influence others in 


his behalf. 


Among Appreciative Sponsors of OWNERSHIP 
Is Coldwell, Banker & Company 


Dan L. Duggan of Coldwell, Banker & Company, Los Angeles, 
says, “We have been sponsors of OWNERSHIP in two sections 
of Los Angeles since the program began three years ago. It is 
a way for us to say ‘hello’ to our business friends and to remind 
them about our services. We can think of no more dignified and 
friendly way of keeping up our contacts than through the month 
ly medium of OWNERSHIP.” 


Dan L. Duggan is a partner in the 


California real estate firm of Cold- 
well, Banker & Company. The 
company was founded in 1906 by 
Colbert Coldwell, who, along with 
his original partner, B. A. Banker, 
is still active in the management 
of the firm. The company, which 
operates eight offices in California 
and one in Phoenix, has long spe- 
cialized in chain store business 
property development and shop 
ping centers along with residential 
property. Mr. Duggan, who is lo 
cated in Los Angeles, is vice presi 
dent and director of that city’s real 
estate board, a director of the Cali- 
fornia Real Estate Association, and 
a member of the University of Cali- 
fornia Real Estate Advisory Com- 
mittee. He graduated from that 
university in 1937 and received 
his L. L. B. at the University of 
Southern California in 1940 
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Typical of the leading Realtors associated with OWNERSHIP 
are: Butts & Swisher, Ann Arbor, Michigan; L. C. Nowlan, 
Grand Junction, Colorado; Matthew M. Cox Company, Melrose, 
Massachusetts; Geo. R. Hemingway Organization, Oak Park 
Illinois; Barney Treacy, Lexington, Kentucky; Henry 8. Miller 
Company, Dallas, Texas; Fred Miles Company, Springfield, 
Missouri; S. Paul Weaver Company, Springfield, Ohio 


UNDER ALL 15 THE LAND 
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unit which will cool the average five-room house. 
This makes the unit specially suitable for air condi- 
tioning homes Realtors are modernizing or rental 
property they are managing. 


Home Comfort Test for A/C Costs — 

This 1,273 square-foot Scholz home in Toledo is 
one of 100 houses in 21 American cities now involved 
in a two-year home comfort test. The first progress 
report shows costs will hit a $10 per month target 
figure. Houses of average size 1,200 square feet of 
air conditioned floor area sednel so far for 
study from 11 cities, ranging from Minneapolis to 
Jacksonville and Phoenix, indicates a predicted an- 
nual fuel and power cost of $125.68 against a test 
target of $120. Sponsor of the test is Owens-Corning 
Fiberglas Corporation. The company hopes to find 


A place for everything — everything in place with 


For Legal Files 
10 5 
[ ver Stee 
FILE 
ENVELOPES 
POR REALTORS Size 


@ Progress of deal instantly visible 

@ No hunting for mislaid papers 

e@ Nothing omitted — nothing neglected 

@ Printed check list covers every item 
“USED BY REALTORS IN 48 STATES AND CANADA” 


NEW POLICY 


WE PAY POSTAGE 
ANYWHERE IN U.S.A. 


You risk nothing — 
money back if 
not satisfied. 


Just send $10.00 
and STATE SIZE. 


“Deal Savers’ make my work easy! 


LINCOLN PRESS, 407 E. 4th St., Royal Oak, Mich. 
Gentlemen: 


Enclosed is my check for $10.00 


Add 3% sales tax in Michigan 


NAME... 


ADDRESS 


| A Cool Stowaway 
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how the complete initial and long range cost of air 
conditioning can be recovered by proper house design 
and insulation. 


How Much Will It Cost? ae 

Another aid from Carrier Corporation is the cost 
chart which shows approximate vo trical use per ton 
of cooling in different parts of the country. It is based 
on the number of days a year and the number of 
degrees the temperature goes above 70 degrees, and 
the temperature swing in each location. 


INDOOR WEATHER CHART 
How To Figure Air Conditioning Costs 


KILOWATT HOURS 

\¢ 1500 1.999 

2,000 - 2.499 WEATHER Fla ty 
2,500 - 2,999 aife 
3,000 - 3,499 ne 
é 


7-17 


Put the Condenser Where You Want It 


Mitchell Manufacturing 
joins the industry’s efforts 
to lower the cost of air con 
ditioning by introducing 
two new low cost models, 
2 and 3 horsepower sizes 
They feature remote con 
densers and quiet opera 
tion. Safety devices in 
clude Mitchell’s high-low 
pressure cutout and safety 
louver grills 


7-18 


Contemporary Styling 


1% 


room unit and a 1 


A new horsepower 
lorse 
wower heat pump model 
highlight Frigidaire’s 1956 
line, The newly styled 
units feature faster pull 
down, greater capacity and 
high power factor 


7-19 


Lennox Industries, Inc. announces a two-ton stow 
away central air conditioner that will retail at $599. 
The manufacturer says installation costs will also be 


(Please turn to page 42) 
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face an employee occupies 
premises owned by his em 
ployers, the question often comes 
up as to whether or not the rela 
tionship of employer and em 
ployee or that of landlord and ten 
ant is applicable to such occu 
pancy. This may become impor 
tant in the matter of terminating 
the occupancy and regaining pos 
session and in other respects. The 
general rule is that if occupancy 
is necessary for the proper per 
formance of the duties of the em 
ployee the relationship of employ 
er and employee prevails as to the 
occupancy. This would apply to a 
gardener, a chauffeur, a janitor, 
but there may be situations in 
which it is puzzling to apply the 
rule. In one case the manager of 
two rooming houses, occupying 
rooms in one of them, was consid- 
ered a tenant. 


— owner of a building owes 
no duty to keep the premises 


safe and in good condition of re 


pair, as to persons who have no 
yusiness in or are not invited to 
visit the premises, with two ex 


ceptions. The one is, where there 
is something about the premises 
that induces one to go up on the 
same. The other is that the owner 
is not allowed to willfully or wan 
tonly injure such a person, and it 
is regarded as a willful or wanton 
injury if there is a trap on the 
premises or if they are in such a 
bad condition of repair as to con 
stitute a nuisance. Both exceptions 
are involved in the case of Pick 
ford vs. Abramson, 84 N.H. 446 
The premises were a commet 
cial building with a hotel on the 
upper There were two 
doors from the street, one leading 
to the hotel. the other to the base 
ment, and the doors were so much 
alike that one might easily mistake 
the one for the other. The intestate 
made such a mistake, entering the 
basement door, falling down the 
stairway, and meeting his death 
“The defendant is not held liable 
because he owned both doorways. 
but because he owned and control 
led the basement doorway in such 
relation to the hotel entrance that 
it could be found that he ought 
to have known that the public 
would think that they were invited 
to use his entrance in the belief 
that it was that to the hotel. The 
owner of property on a business 


stories. 


street cannot negligently disregard 
the customary actions of the pub 
lic in the use of entrances leading 
therefrom. 


In such a situation. it 
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The Law Says! 


* ls your employee a legal tenant too? 


© Are owners liable for uninvited persons’ safety? 


® How effective is a short form lease? 


By GEORGE F. ANDERSON 


may be the duty of the landowner 
to light a dark and dangerous 
place.” 

The following significant sen 
tence brings the case under the 
second exception also. “The situ 
ation created—and maintained by 
him could well be found to con 
stitute an invitation to 
dangerous trap.” 


enter a 


N 1918 I owned a six flat build 

ing. When the leases were about 
to expire the manager drafted new 
leases and sent them to the ten 
ants for signature, One of the ten 
ants, a young business man, wrote 
me a letter objecting to some of the 
provisions in the lease, and asked 
if he could eliminate them. I draft 
ed a short form that con 
tained nothing but the address of 
the apartment, the rental, the pur 
pose, and the expiration, He 
couldn't believe his own eyes. He 
was prepared for a big argument 
with me. He signed the lease, wrote 
me a long letter of appreciation, 
and said he had never heard of 
landlord like me. He remained 
tenant in the building as long as 
I owned it, and tenants were scarce 
in those days. but more than that. 
I became his attorney and remain 
ed his attorney as long as I was in 
practice, I often wonder if those 
cut-throat provisions don’t do more 
harm than good 


lease, 


YOME so-called short form con 
kJ tracts provide that “a regular 
contract is to be entered into later.” 
It is my opinion that such a con 
tract is void, and that the buyer 
is not bound to enter into any “reg 
ular” contract later. The provision 
admits that the short form contract 
is not intended to be complete, and 
a “regular contract” doesn’t mean 
anything. Which contract is the 
“regular” contract? There are sev 
eral forms in the market. and 
some use this form, and others use 
that form, so none of them can be 
called a “regular” contract. Even 
if a specified form was mentioned 
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I don’t think it would be valid, be 
cause in C.R.E.B. Form 670, there 
20 blanks to be filled in. 
and what's going to be filled in? 
That's left for further discussion 

Some short form contracts pro 
vide that a “formal” contract is to 
be entered into later. That's not so 
bad, but it’s bad enough. It could 
be contended that this means that 
a more formal contract is to be en 
tered into, but no new terms intro 
duced in the “formal” contract. I 
a court took this view of the short 
form contract may get by 

Suppose you experiment with it 
It may cost you a $2,000 commis 
sion, but what do you care? 


are about 


HEN you prove up a will in 
the probate court, one of the 
questions that the court asks the 
witnesses to the will is: “Look at 
the instrument that I now hand 
you and state if it is in the same 
condition now as it was at the time 
you signed as a witness?” What 
would the situation be if the wit 
ness were blind? 
The question is answered in the 
Leonard, 91 
how 


case of Simmons vs 
Tenn. 183. “It was necessary, 


ever, that something should occur 
(and that he should do some act, 
and that according to law), which 


if remembered, would thereafter 
enable him to swear to the identity 
of the paper. If no such thing oc 
curred, and no such act was done, 
then there was no valid subserip 
tion.” 

In this case the witness did not 
even sign his own name but it was 
signed for him. Perhaps if he had 
signed his own name and the signa 
ture on the will could have been 
compared with his signature im 
Court. it would be sufficient iden 
tity, or he could probably identify 
it. if it had been read over care 
fully to him when it was executed, 
and this would be strengthened if 


he was given a copy. The net re 
ult is that we should not have a 
blind witness, except in extreme 
necessity 
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DWYER Kitchens transform that out- 
dated rental property or older home 
into profitable, modern apartments. 
Take only a few feet of floor space, pro- 
vide full kitchen facilities to attract 
more tenants, encourage long stays. 


Sizes 39 to 69 inches wide. Complete 

with large refrigerators with roll-out 

shelves, full-size gas or electric ranges, 

deep bowl sinks, and built-in storage 

cabinets. 

DWYER PRODUCTS CORPORATION 
Dept. K76 Michigon City, Indione 


Owyer Products Corporation—Dept. K76, Michigan City, Indiana 
Please send literature and full information on Dwyer Kitchens. 


Remodel 
for profit with 


Cle 


Yes .. . convenience and capacity for every 
kitchen function is provided by DWYER’s 
“balanced” design. Convenience and por- 
celain beauty combine for profitable tenant 
appeal. 


Equally important to profits is depend- 
ability. More than 50 thousand DWYER 
Kitchens . . . ten years old or older. . . 
are still giving efficient, trouble-free per- 
formance. 


“To us, Dwyer kitchens have proven that 
quality is economy. Our 271 kitchens have 
been in daily use for over 19 consecutive 
years. Thanks to their porcelain finish and 
rugged construction, they look as new to- 
day as when they were installed.” 

—says Mr. Anton Wille, Builder 


1400 Lake Shore Drive Building 
Chicago, Illinois 
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Major Responsibility 


and timing are without a 
doubt the two most important parts of 
new-home merchandising. This was verified 
by real estate men all over the country who 
contributed to this special issue on merchan 
dising and air conditioning. In selling houses 
for builders, real estate sales agents need 
but often do not get the complete coopera 
tion of their builders in finishing the demon 
stration houses on time and equipping them 
properly for display. At the root of the trou 
ble lies the builders’ lack of knowledge of 
merchandising and the attendant unwilling 
ness to admit that sales cost is as legitimate 
an expense as the money paid out for lumber 
and nails. 

Real estate sales agents can go a long way 
toward solving this problem by doing a better 
selling job themselves. They must show their 
builders the urgent need for aggressive pro 
motion and sell them on spending enough 
money for such a promotion. Then they must 
draw up a program and go over it step by 
step with each builder, showing him what he 
must do and when it should be done 

Take a look at another highly competitive 
type of business — department stores. When 
a leading merchant puts on a promotion, do 
you find his merchandise in favo sales 
personnel inadequate, or traffic jammed and 
poorly handled? No. You find good Pa. 
courteous sales people, colorful, well-display 
ed goods, decorative placards, clever traffic 
handling. The good merchant has paid heed 
to every detail all to make you want to 
buy and to make it easy for you to buy. 

The same principles apply to launching a 
demonstration house promotion. Merchandise 
must be displayed properly. Houses must be 
completely furnished, windows sparkling 
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Planning is a Sales Agents 


July. 1956 


clean, labels off the bathroom fixtures, plaster 
out of the bathtubs. Lawns should be sodded 
and landscaped. Houses should not be clut 


tered with suppliers’ displays. Features, 
equipment and brands should be tastefully 
labeled with distinctive, unobtrusive placards 

Houses should not be overfurnished, yet 
should look lived in. Furnishings should agree 
with the style and price range of the houses 

Do not overstaff the houses. Do not permit 
salesmen for local suppliers to detract by 
pushing their products unreasonably. 

There should be no doubt in. visitors’ 
minds about where to enter each house, how 
to go through it and exit. Some means must 
be lho for controlling the rate of flow 
of visitors through the houses and for guid 
ing them properly once they're in the houses 

Be prepared for both wet or dry weather. 
Don’t make your visitors wade through mud 
or fight clouds of dust in going from their 
cars to the demonstration houses. Provide 
adequate parking and arrange with local po 
lice for ways to speed up automobile traffic 
through the display area 

If you find your timing is not working out 
as scheduled, don’t hesitate to change it. But 
foresee the possibility of a time lag and be 
prepared to make last minute revisions, Your 
visitors won't remember how fast you got 
your opening ready, but how well you did 
the job 

Project promotions deserve the same de 
gree of planning as the houses themselves 
Only through good planning can you be sure 
the oft-neglected details won't be overlooked.4 
You owe it to your customers to make your 
houses easy to buy. You owe it to your build 
ers and to yourself to make the customers 
want to buy 


a 
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Selling new houses from a model calls for well-trained sales person- 


nel and a coordinated sales system. Slipshod methods and lazy sales- 


men have no place in today’s scientific merchandising techniques. 


Train your salesmen, pay them well, give them incentives for stay- 


ing on the job, tie their income to follow-ups and closings, and 


ROJECT selling is a specialized 

type of selling. Although proj- 
ect salesmen also sell existing 
houses as a general rule, selling 
new houses in a project takes spe- 
cial training pat presents special 
problems. 

One basic sales management 
problem faced by brokers engaged 
in project selling is setting up ¢ 
fair method of paying their aie. 
men, How auch should a project 
salesman get? Should there be 
some breakdown so that certain 
salesmen in key locations should 
get more? Should all salesmen pres- 
ent at the demonstration house be 
paid alike? 

Although there are many varia- 
tions, the prevalent practice is for 
the salesman to receive 50% of the 
gross commission for the sale. 

Variations from this figure seem 
to depend on the type house bein 
sold, the size of the project, “aa 
most important, the financing 
terms that are offered. Obviously 
some houses are easier to sell than 
others; in some mass projects 
where sales are primarily based on 
financing, the common procedure 
seems to be payment of a flat fee 
per house. 

One broker reports that he pays 


you'll solve most of the problems that arise in project selling. 


his salesmen a flat $500 per house, 
on completion of the deal. Another 
says he pays his salesmen 114%, 
of the sales price. Still another says 
his policy is to split the commis 
sion, giving the salesmen 30% 
One eastern broker pays his sales 
men 60% of the commission in 
project selling. 

One southwest company takes 
$35 off the top of the commission 
and splits the remainder 50/50. 
Only two of the brokers asked 
about their remuneration policy 
said they pay their salesmen a 
salary plus a commission or bonus. 
A Delaware sales agent says he 
pools all commissions, and that all 
salesmen are paid on the same ba 
sis, Another sales agent in Con 
necticut says, “Full-time salesmen 
are paid on a flat rate basis, usually 
$75 per house. Part-time salesmen, 
especially on opening day, are 
paid $2 an hour — they actually 
contribute very little to sales or 
follow-ups.” 

The matter of following up good 
prospects who want to “think over” 
their decision is another problem. 
The Connecticut Realtor mention- 
ed says he uses a system much the 
same as with existing houses 
namely, to try for another appoint 


prospects? 


follow-ups? 


Leading Realtors Answer These Questions 


e How do you pay project salesmen? 

e Should all be paid the same? 

e Can part-time salesmen be used effectively? 
How can you get salesmen to follow up 


e What material should the company supply for 


e How do you train project salesmen? 


e@ What are the biggest problems in project selling? 
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Solving 


Problems 


By ROGER LAKEY 


Managing Editor 


ment. A California broker says, 
“We try to call back on them, but 
only as each salesmen feels he 
should. Sometimes a_ salesperson 
can overwork a prospect and drive 
him away for good.” 

On the matter of payment and 
follow-up, here are the ideas of 
Nathan Picht, in charge of builder 
sales for Lane Realty in Forest 
Hills, Long Island: “We find it 
very dillicult to attract good sales- 
men unless we give them excep- 
tional inducements — which to- 
day means a drawing account 
against earnings. We usually pay 
our salesmen 40% of what we get 
per house. Where we engage sales- 
men on weekends, the 40% is di- 
vided so that 20% goes to the regu- 
lar salesmen and 10% to each of 
the other two men. In order to 
push a particular development, we 
offer a bonus of, say, $10 per house 
for deposits taken over a prescribed 

Licht says their follow-up pro- 
cedure is pretty thorough. “In ev- 
ery one of our project develop- 
ments, the salesman is instructed 
to take the name, address and tele. 
»yhone number of each prospect.” 

le is also to find out why the pros- 
pect came to the project in the first 
place, which newspaper he saw 
the ad in, or who recommended he 
deal with Lane Realty. Other in- 
formation that will a qualify 
the prospect financially is also 

. . 

sought, if it can be obtained with- 
out embarrassment. 

Frank Negrelli of DiCarlo Real- 
ty in Cleveland says his follow-up 
operates on the basis of a call made 
within three days. Charles Bengry 
of Grand Rapids, Michigan says 
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of Project 


Selling 


his aim is to follow-up by making 
a personal call at the prospect's 
home. Sims and Grupe, of Stock- 
ton, California, have a policy 
which protects a salesman’s pros- 
pect for 10 days after the first con 
tact. If the salesman fails to follow 
up in that time he loses his claim 
to the prospect. 

Some brokers, like Mel Foster 
in Davenport, Iowa, set up a card 
file on prospects to make sure that 
material for following up the first 
contact is readily available. The 
follow-up, with Foster’s company, 
means personal contact. 

William Cusack of Cusack and 
Carlson in Minneapolis, however, 
says that “further explanation on 
the site eliminates 80% of the 
need for call backs.” 

Dale Fairless of Virginia Beach, 
Virginia has an all-women sales 
force. “They seem to retain more 
enthusiasm, they’re good on de- 
tails, they'll stay on one project 
until it is sold, and women usually 
buy the house,” Fairless says. Her 
company’s follow-up procedure 
consists in telephoning three days 
after the house has been seen by 
the prospect, or contact by post- 
card if the telephone number is 
not available. Fairless also uses di- 
rect mail in her follow-up routine 

R. W. Crabtree of Lexington, 
Kentucky, says it is a matter of 
“calling back or going to see them 
until they have signed up or are 
out completely.” 

Michael Hodges of Tucson, Ari- 
zona says, “Our salesmen turn in 
prospect cards and the sales man- 
ager then checks them daily at 
our sales meeting.” 

As far as part-time salesmen are 


1) 


2) 


3) 


4) 


5) 


“Have your salesmen watch the 
houses go up, so they'll know what's 
in them,” says Frank Felton, HI, of 
Philadelphia. His firm, J. T. Jack- 
son Co., sells about 250 houses for 
eight builder clients. Price range: 
$12,500 to $40,000. This split-level 
is in the company’s 186-house Birch- 
wood development, selling for $14, 
990 and up. This has 84) rooms, 
full basement, garage, built-in ap- 
pliances. Felton keeps sample houses 
open no more than six days a week 
to give salesmen a day off, 


“Keeping a demonstration house 
new, sharp and exciting is essential,” 
says Realtor Warren F. Parsons, 
Clayton, Missouri. Salesmen for his 
company, H. A. Schulenburg Co., 
follow up all prospects with personal 
calls. “All our prospects want to 
think it over,” Parsons says. To keep 
salesmen from getting bored, he 
schedules fewer houses for them on 
the same project, gives one day a 
week off. This tri-level, in the Brook- 
haven subdivision, is an example of 
the 100 houses the company will 
built this year in the $14,500 to 
$19,000 price range. 


R. W. Norris, Cincinnati Realtor, 
keeps one man busy on builder liai- 
son, two men work on financing, 
arranging loans and closings. Norris 
arranges for newspaper publicity. 
He advises builder-clients on house 
style, size and price range, and rec- 
ommends brands and types of mate- 
rials and equipment, With a thor- 
ough builder service program, he 
will sell 150 houses for 10 builders 
this year. This all-brick, three-bath, 
one-bedroom home is an example 
of the fine houses his builders erect. 


Advising your builders on alternat- 
ing and varying plans and elevations 
is an important part of merchandis- 
ing. In this Courtland Avenue proj- 
ect in Detroit, plenty of variation 
was worked out by Builder Edward 
Binkowski and Realtor Jerry Ban- 
aszewski, sales agent. Also, the styl- 
ing of the houses fits in with the sur- 
rounding area. Banaszewski will sell 
50 houses for Binkowski this year. 


Radio broadcasts direct from the 
demonstration house on opening 
day are a key part of T. Clem 
Casey's promotion in Bismarck, 
North Dakota. He also uses radio 
and television spots, newspaper dis- 
play ads, attendance prizes. His 
company will build from 30 to 40 
houses this year in the $13,000 to 
$19,000 bracket and sell from 10 to 
20 houses for three builders, This 
ranch model with attached garage is 
an example of his houses. 
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1) Registration blank used by Casey is numbered to keep count of visitors. The form 
also provides an accurate record for later follow-up calls. 


struction, location, facilities, service. 


3) Too often, brochures try to cram too much information in them, or use colors inef- 
fectively. One of the best we've seen is this six-page fold-out brochure prepared by the 
Mel Foster Company, Davenport, lowa, for Harvey Construction ( ompany’s Timber- 
line Heights project. The center three-panel fold-out gives abundant display space 
for the different models and their floor plans. ' 
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2) Follow-up letter of Casey’s does some good hard selling. The copy sells quality con- 
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concerned, most brokers are oppos- 
ed to using them in project lies. 
Max Logan, of Blytheville, Arkan 
sas, however, says part-time per- 
sonnel are “very good at obtain 
ing prospects.” Jerry T. Banaszew- 
ski of Detroit says such salesmen 
can be used to advantage for Sun- 
day showings. J. F. Meckler of T. 
Clem Casey Real Estate in Bis- 
marck, North Dakota comes close 
io expressing the majority view on 
the matter of part-time salesmen 
when he says “They have not 
worked out too well for us.” 

What is the biggest problem 
you have with project sian? 
One broker, expressing a 
widely-held opinion, remarked, 
“They're lazy.” More specifically, 
Q. P. Bancroft of Lincoln, Nebras- 
ka says the trouble lies in “keepin 
records on prospects and in cae 
follow-up.” 

C. M. Mailey of Falls Church, 
Virginia says the problem with 
project salesmen is “trying to close 
too fast and failing to devote 
enough time to individual clients.” 

Don Shaw makes a distinction 
between “project” salesmen and 
regular salesmen. His sales force 
is not divided into separate sec- 
tions devoted to special tasks. He 
says, “We do not use project sales 
people because it’s just as impor- 
tant to sell real estate ethics as 
anything.” The matter of over- 
coming sales problems in new 
house sales, Shaw says, hinges on 
understanding “there is more to 
selling a house than signing a con 
tract. Personnel should understand 
financing and construction.” 

T. G. Hildebrandt of Greens 
boro, North Carolina, says the big 
gest trouble with project selling 
for his salespeople is that it wears 
them out. George Beckman, Tea- 
neck, New Jersey says his big 
problm is to get his salesmen to 
make personal calls. “More prod 
ding” is Beckman’s answer to this 
lack of persistence. 

Paul R. Gale of Freeport, Long 
Island touches on a familiar prob 
lem: The difficulty, Gale says, is 
the “huge turnover, because proj 
ect salesmen become discouraged 
quickly.” The solution lies, he be 
lieves, “in higher rate of commis 
sions paid by the builder. This 
would mean more money for the 
salesmen.” force is 
paid on a commission based on 
the gross commission received 
from the company’s builder-cli- 
ents. As is true of many sales 


(Gale's sales 


_ (Please turn to page 45) 
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Cut Costs and 


Control Quality 


with Centralized Purchasing 


Real estate executives who really exert themselves in finding new 


ways to be of service to their builder-clients have come up with a 


brand new idea — centralized purchasing. They contact distributors 


and arrange for volume purchasing of appliances, equipment and 


certain building materials so each of their small builder-clients can 


obtain the same volume discounts extended to larger builders. These 


sales agents also find it an excellent way to control quality of the 


houses. They can arrange package servicing for all the houses they 


sell, helping to insure long range customer satisfaction and future 


re-sale business. Here’s how leading sales agents operate this vital 


part of their merchandising service. 


 HOULD you help your builders 

obtain volume discounts on 
woducts by buying for them col 
fectively? Should you, as a sales 
agent, actually participate in the 
buying of products, whereby your 
company acts as purchasing agent 
for its builders? 

More than half of the sales 
agents questioned in a_ recent 
JOURNAL survey say, “Yes.”” More 
significant, 30% of them are al 
ready doing just that. These sales 
agents are selling an average of 
127 houses this year for builder 
clients, and the average number 
of builder-clients represented is a 
phenomenal 7.2! 

In the JouRNAL’s coverage of 
selling for builders during the past 
18 months, there has been a re 
markable increase in the number 
and variety of services sales agents 
provide their builder-clients. Par 
alleling this increase has been a 
sharp rise in the number of houses 
sold for builders and the number 
of builders that sales agents are 
representing 

Centralized purchasing, as a 
new development, is a_ reflection 
of the intimate cooperation be 
tween the sales agent and _ his 
builder in the planning of houses 
Two-thirds of the sales agents help 
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their builders pick ‘appliances and 
other types of equipment to buy 
Many of these sales agents have 
taken the next step and have ac 
tually arranged for the buying of 
specific products 

Arrow Insurance and Realty 
Company of Billings, Montana, for 
example, is selling 65 houses for 


five builder-clients this vear. Wil 
liam K. Strickfaden. sales man 
ager, says. “We plan all of our 


builder-clients’ houses completely 
We handle the sub-contract bids 
and write all specifications.” As 
for the value of centralized pur 
chasing, Strickfaden says. A 
very definitely,” it is an important 
ervice for his clients 

Don Shaw of Greeley, Colorado, 
is selling 50 houses for four build 
er-clients. Shaw helps his builders 
pick a saleable house design in the 
right price range, helps choose the 
major features to be merchandised. 
works out which appliances and 
other products and equipment will 
be included, provides engineering 


cost analysis, mortgage outlets, in 
terum financing, handles FHA and 
VA_ processing, offers a trade-in 
plan and furnishes land. All of 
these services are in addition to 
actual sales 


Mal Sherman of Baltimore. sel! 
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ing 400 houses for 16 builders, has 
not as yet tried a centralized pur 
chasing plan but says he thinks it’s 


a good idea, Sherman offers his 
clients comprehensive services 
similar to those offered by Shaw 
Sherman also makes a point of in 
troducing the builder to competent 
architects, and then architect, 
builder and sales agent plan the 
most saleable house possible 

Although the majority of sales 
agents favor centralized purchas 
ing, some voice their opposition to 
the idea. Objections were all from 
sales agents who haven't offered 
centralized purchasing as a service 
to builders all those who offer 
the service think it is valuable to 
their clients 

Chief objections to centralized 
purchasing came from sales agents 
who handle little builder business, 
or from sales agents whose build 
ers are operating on such a large 
that no significant savings 
can be made, Yet sales agents using 
centralized purchasing range from 
the very small office selling 20 
houses or less, to those selling hun 
dreds of houses for their clients 

James B. Barker, manager of 
tarker Real Estate and Auction in 
Hopkinsville, Kentucky, is typical 
of many of the sales agents who 
build as well as sell for builder 
clients. Barker is building 20 
houses this year, ranging in price 


scale 


from $10.000 to $16,000. He is 
also selling #4) houses for three 
builder-clients, and these wil! 


range from $10,000 to $20,000 
Because of the buying procedures 
he uses for his own construction 
Barker is able to offer 
builder-clients centralized purchas 
ing without departing from his 
present set-up 

Some sales agents indicate their 
opposition to centralized purchas 
ing is based on a reluctance to do 
more for their builder-clients 
than they absolutely have to. This 
attitude was expressed this way 
by one sales agent: “The builder 
have the same facilities why 
should we do it? 

The positive reply to this atti 
tude among sales agents who offer 
centralized purchasing is that it 
presents another opportunity to 
help the builder-client gain con 
crete benefit from working with 
his sales agent. If centralized pur 
chasing will save the builder mon 
ey. then the builder will ally him 
elf with the sales agent who can 
offer it. It is an extension of the 
help that almost all agents 


proyer ts. 


ales 


give their clients in planning the 
houses and picking the best prod 
ucts to be used in them 
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When air conditioning is merely offered as an option, it’s usually 


Can Cut a Thirc 


expensive. In such a case, the builder has not tried to recover any 


of the cost by designing the house for air conditioning. If you de- 


cide at the start air conditioning will be standard, then you can 


OU can design for air condi- 
tioning and recover up to a 
third of the initial cost. You can 
also design houses and landscap- 
ing in a way that will reduce op- 
erating costs. Both points are im- 
portant for the successful use of 
year-round air conditioning. 

In helping your builders plan 
air conditioning for their houses 
and subdivisions, you can offer 
valuable advice. Here are tips 
from air conditioning authorities* 
to help your builders get the most 
from this new comfort feature: 

Design for Air Conditioning — 
For best results, plan for year- 
round air conditioning right from 
the beginning. This will provide 
cost economies and advantages in 
maintenance and operation. An 
“air conditioned home”’ is prefera- 
ble to a “home with air condition- 
ing.” 

Geographical Location — De- 
sign the cooling system for the 
summer climate just as carefully 
as you design the heating system 
for the winter conditions of the 
locality. Obviously, heating re- 
quirements and costs are higher in 
the northern states, while cooling 
requirements and costs are higher 
in the South. Be sure to have com- 


*Air Conditioning and Refrigerating Machinery 
Association, Inc.; National Association of 
Home Builders; National Warm Air Heating 
and Air Conditioning Association. 


offset much of the cost by proper design. 
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petent engineering advice as to 
specific design conditions for the 
particular locality. 

Orientation — Give careful 
thought to the orientation of the 
house on the building lot. Work 
with the climate, not against it. 
To reduce the heat load from the 
summer sun, use a solid wall or a 
minimum of windows — or locate 
the garage — on the west side of 
the house. 

Landscaping — Take advantage 
of landscaping and foliage. Proper- 
ly-located evergreens will hn sal 
the effects of winter winds. Trees 
which shed their leaves may be 
placed to provide shade in summer 
and yet permit winter sunshine to 
help warm the home. Existing trees 
should be preserved and protected 
as much as possible during house 
construction. 

Shading Devices — Use shading 
devices such as awnings, large 
overhangs, sun screens, etc., to re 
duce the heat load of the summer 
sun. Shading will help provide 
more uniform temperatures inside 
the home, as well as reduce the 
size of equipment required for 
summer cooling. 

Windows — Pay particular at- 
tention to windows — they have a 
major effect on both heating and 
cooling loads, Use 
windows, windows with double 
glazing, and other means to re- 
duce summer cooling loads and 
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winter heating loads. With air 
conditioning, it is not necessary to 
provide for cross-ventilation. 

Insulation — Insulate walls, 
ceilings, and floors as climatic con 
ditions require. Proper insulation 
will reduce cooling costs just as ef 
fectively as it reduces heating 
costs. Get experienced engineering 
advice as to specific insulation re 
quirements for summer cooling 
and winter heating. 

Attic Ventilation — Provide for 
natural attic ventilation conform 
ing to present good building prac 
tice. Such ventilation will aid in 
both condensation control and re 
duction of air conditioning loads. 

Vapor Barriers — Use well-in- 
stalled vapor barriers, where need 
ed, conforming with currently-ac- 
cepted procedures. Consult au- 
thoritative information for specific 
requirements and procedures 

Crawl Spaces Where craw] 
spaces are used, always follow 
good engineering practice by pro 
viding for moisture control 
through the use of soil covers and 
means for ventilation. 

Load-Reducing Measures 
Provide adequate means for re 
moving the heat and moisture re 
sulting from the operation of heat 
and moisture producing devices in 
utility rooms, kitchens, and other 
areas. For example, the proper 
venting of clothes dryers and the 
use of kitchen and bathroom ex 
haust fans will improve the re 
sults obtained from the cooling 
system. 

Equipment Selection Care 
fully estimate both the heating 
and the cooling loads for equip 
ment-selection and air-distribution 
design purposes. For cooling, use 
an inside temperature not 
higher than 80° F. and an inside 
design relative humidity not ex 
ceeding 50%. (These values are 
generally-accepted industry de 
sign standards for use with local 
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outside design conditions they 
should not be construed as the con 
ditions which will usually be 
maintained in the home.) Size the 
equipment carefully to meet the 
calculated loads; the cooling equip 
ment, particularly, should be 
neither oversized nor undersized 

Air Distribution Design the 
air distribution system carefully, 
taking into account both the cool 
ing and the heating requirements 
of each room. Proper air distribu 
tion is necessary for both summer 
and winter operation. 

Complete Air Conditioning 
Air condition the entire living 
space rather than a portion of the 
living space. Experience has prov 
ed that complete air conditioning 
gives greater user-satisfaction. 

Types of Systems Fither 
packaged units or job-asse¢mbled 
systems may be used to air condi 
tion the home. 

Job-assembled systems are made 
up of parts obtained from various 
manufacturing sources and assem 
bled at the site. Such systems re 
quire the skill and competence of 
experienced engineers and install 
ers for the proper selection, assem 
bly. and installation of the parts 

Packaged units, designed and 
integrated at the factory, are back 
ed by the reputation and compe 
tence of the manufacturer and in 
staller. Packaged units comply 
with nationally-recognized stand 
ards. Service and maintenance fa 
cilities ar usually available 

Automatic Temperature Control 

Use automatic temperature con 
trol for the air conditioning sys 
tem. Home owners prefer it 

Water Needs Take into ac 
count the availability and cost of 
water supply and disposal facili 
ties. If a plentiful water supply is 
not ontiaie: use units with water 
conserving devices or use air-cool 
ed equipment. 


Power and Fuel Supply — Care 
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From Air Conditioning Cost 


fully check the characteristics 
(voltage, alternating or direct cur- 
rent, phase, cycles) of the availa- 
ble electric power they vary 
throughout the country. Be sure 
that the power and fuel supplies 
and the unit requirements are 
matched. Always work closely 
with your local utility companies 
they usually have specific rules 
dealing with local conditions. 

Codes and Regulations — Be fa- 
miliar with local municipal build- 
ing codes and other regulations 
specifically affecting air condition- 
ing. 

Equipment Location The lo- 
cation of the unit should be care- 
fully selected, with particular con- 
sideration being given to duct-sys- 
tem requirements. Provide accessi- 
bility for equipment servicing and 
maintenance. 

Duct Construction Make 
ducts of tight construction to avoid 
excessive cooling and heating loss- 
es. Leaks in the system will result 
in faulty air distribution and poor 
operation of the system. 

Duct Insulation Insulate the 
air supply ducts wherever neces- 
sary to reduce losses and to pre- 
vent condensation. In uncondition 
ed spaces, always insulate ducts. 

Outlets and Returns Locate 
the supply and return grilles care- 
fully to assure proper air distribu- 
tion. Take special care to provide 
outlets that will properly distribute 
both warm a cool air. Where 
necessary, provide sound-absorp 
tion material to prevent noise 
transmission through the walls or 
ductwork. Competent and exper- 
ienced engineering advice is es- 
sential 

Combustion Air Provide air 
for combustion purposes according 
to good heating practice recom- 
mendations 

Ventilation Air Consider the 
desirability of introducing outside 
air for ventilation purposes 


you merchandise your 
services to builders to get more 
new house listings? How should 
you go about it? Is there any 
“sure way to get more builder 
business? 

Most sales agents do not have 
any formal merchandising pro 

ram to get new house listings. A 
fow are able to say, “We have all 
the new house listings we can han 
dle.” This is not generally true, 
of course, and most sales agents 
actively seek new builder business 
whenever they can. 

“ As J. P. Lane of Kansas City, 
Missouri, says, “Our reputation in 
the past is our biggest merchandis 
ing asset,” and Don Shaw of Gree 
ley, Colorado, A. J, Lauer of Au 
burn, New York, and most others 
agree. 

V. E. Barton of Modesto, Cali 
fornia, puts is another way. “We 
don’t believe in biting off more 
than we can chew. We represent 
four builders, and of the four have 
had one for seven years, one for 
four years, and another for three 
and-a-half years, We pick up an 
o¢¢asional builder if we feel he 
builds a better than average house 
at a competitive price, 

“But im a town of our size, if 
you are doing a good job for your 
builders, one gets around and you 
Have more requests to 
builders than you are 
serve.” 

Howard R. Henrikson of Blake 
and Henrikson in Hartford, Con 
necticut, says he makes “no active 
effort. Recommendation by satis 
fied builders and by the home 
builders’ association has provided 
us with all we could handle in the 
past three years.” 

Nv Lee Foster of Denver says 
word-of-mouth advertising is his 
strotigest merchandising aid. “Sue 
cess,” Foster says, “is evidenced 
by “SOLD” signs which demon 
strate we can help the builder in 
many ways.” 
ac John L. Scott of Seattle says, 
“We tell our prospective builders 
to visit those builder-clients we al- 
wéady have. It’s using the ask-the 
than-who-owns-one theory.” 

C. Me-Mailey of Falls Church, 


handle 
able to 


How to Merchandise Your Builder 


@ Set up a complete builder service package. 


@ Build a reputation for delivering the goods. 


© Ask prospective clients to check with your present builders. 


@ Use plenty of “sold” signs in your present projects. 


© Get in a position to control development land. 


@ Advertise in builder association bulletins. 


e Go out and make personal calls. 


Virginia, says that builders go to 
the offices that have “SOLD” signs 
on other builders’ houses. “If we 
can produce buyers for one build 
er, other builders soon find it out 
and we get the listing on his 
houses.” Mailey is pri 
marily of “small builders who 
build only ten to 50 houses a year 
or less.” 

Gordon Williamson of Detroit 
introduces another major point: 
“Realtors who are able to control 
land through ownership or op 
tion — are able to obtain exclusive 
sale of new houses.”” Where land 
is in short supply, where land costs 
are a serious problem, where de 
velopment costs push the final cost 
of land beyond. the reach of the 
small builder — all or any of these 
problems can be the source of con 
siderable builder business to the 
sales agent in a position to control 
land, 

In Barton’s case, as in most oth 
ers, a sales agent who owns or 
holds option on buildable land will 
sell lots only to builders willing to 
give an exclusive listing on the 
sale of the houses to be built on 
them. Having worked on a rela 
tively small scale in subdivisions 
ranging from 30 to 70 lots in size, 
Barton expects a change in his op 
eration in the future, “The trend 
in our area seems to be more and 
more towards a larger scale opera 
tion, and I think this is going to 
put a much greater responsibility 
on us to build a better product and 
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control the choice land if that is 
possible.” 

Whether the sales agent merely 
obtains an option on land or goes 
into land development on a full 
scale basis, controlling the land is 
the chief factor. Once the sales 
agent has obtained the land. find 
ing the builders to buy the lots is 
not too great a problem in most 
areas. 

R. C. Ausley of Thomasville, 
Georgia, uses another basic builder 
problem as his way of developing 
more builder business: Ausley 
keeps “FHA and VA commitments 
in my file at all times for build 
ers,” thus keeping ahead of the 
financing problem. 

Getting interim and permanent 
financing for builders, particularly 
in times of tight money, is an ex 
cellent way to create builder busi 
ness. By making your sources of 
mortgage money available to your 
builders you frequently are able 
to uncork his main bottleneck right 
at the start. Your offer to obtain 
financing, of course, is based on an 
exclusive listing of the properties, 
just as is the condition of obtain 
ing land. More important, by 
working closely with a_ builder 
from the very beginning of a proj 
ect, you can arrange permanent 
financing well in advance and help 
the builder protect himself against 
fluctuations in the mortgage mar 
ket. 

In areas where competition 
among sales agents has developed 
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ervice 


to a high degree, many sales agents 
are starting to merchandise their 
services in a more formal way. By 


direct mail. advertising in local 


trade magazines. by close coopera 
tion with the local home builder’s 
association, or by publishing bro 
chures describing the comprehen 
sive services offered. 

Paul RK. Gale of Freeport, Long 
Island lists several of these meth 


ods, and adds that his company 
also “calls on builders at their of 
fices with our own display mate 
rial.” In Baltimore, Sherman uses 
institutional advertising, bro 
chures, regular activity in his local 
real estate board and home build 
ers’ association, and an “aggres 
sive trade-in program” as ways of 
soliciting more builder business 
Nathan Licht of Lane Realty in 
Forest Hills, Long Island says, 
“We use the periodical published 
by the Long Island Home Builders 
Institute to publicize the kind of 
service we render our builder-cli 
ents. We also have two men con 
stantly visiting builders and those 
projects we would like to sell, talk 
ing up the merits of our organiza 
tion, the job we can do for them. 
and in general, doing a thorough 
sales job. The moment we learn 


through the F. W. Dodge Reports 
or other sources of new construc 
tion. our men visit with the build 
er and advise him about the kind 
of house and the price range best 
suited to the area.” 

In Akron, Ohio, The Sanders 
Home Corporation has a “Pic-A 
Home” catalogue, a monthly that 
features photographs of new and 
existing 


listings, subdivi 
Many mortgage 
lenders advertise in the catalogue, 
thus reducing its cost 
As a principle for met 

chandising your services, however, 
your aim must be to develop bus: 
ness with builders through person 
al contact. Getting new house list 
ings involves just as much personal 
salesmanship as getting existing 
house listings 


house 
open, et 


basic 


SELLING a “modern, pre-plan 
J ned community” is an effective 
way to offset public opposition to 
so-called “project housing.” The 
truly “pre-planned” community 
is based on a clearly defined set of 
restrictions. How you state these 
restrictions in your promotional 
literature can be a strong sales aid 
when properly used. 

J. P. Lane, Mission. Kansas sales 
agent, gets right to the point in a 
12-page brochure prepared for thi 


CHOICE OF EXTRA FEATURES 


at additonal cost 


Use Building Restrictions to Sell Quality 


this 


There's a lot of sell in good building restrictions. Tell your prospects about them in your promotional 
literature and ads. They will do much to enhance the prestige of the whole development. 


*Meadowmere” 
pages shown in the illustration in 
clude a concise description of re 
strictions which protect the devel 
opment as a whole 

After outlining the major limi 


The 


subdivision. 


tations and requirements, Lane 
gets full sales value from them 
“The restrictions.”’ the brochure 
explains, “are in the usual form 
and have been devised to create a 
uniformity of construction and 
maintenance for overall beautifi 


SUMMARY 
OF RESTRICTIONS 
IN MEADOWMERE 


year, 


three - bedroom, 


to explaining restrictions and a home 


Realtor Lane will sell about 100 houses for 
Prices range 
bath 


cation, and to permit the mellow 
ing of the subdivision by age with 
out detracting from its beauty.” 
The brochure goes on to explain 
the establishment and operation of 
a “homes association,” provided 
for by Missouri law as a non-profit 


organization The association i 


equally the product of the devel 
oper and the majority of the home 
owners, the brochure points out 
and is limited to owner 
the subdivision 


of lots in 


“Regal Living in a Stanton Home in Meadowmere,” is the 
name of this attractive brochure prepared by J. P. Lane, 
property Inc., sales agents of Mission, Kansas. A half page is devoted 


owners’ 


association 


25 builder-clients 
to $35.000. This 
half model in Meadowmere 
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| JOW are sales agents paid? 

This is a tricky question, and 
one that will undoubtedly contin 
ue to be a prime topic for argu 
ment before any rigid commission 
rates are established (if that ever 
happens). 

sy analyzing commission rates 
charged by sales agents in all parts 
of the country, in the light of over 
all services to builders, certain 
points become clear 

1) There is no clear-cut national 
pattern, Selling for builders is still 
too recent an activity for commis 
sion rates to be determined by 
much other than strictly local con 
ditions. Without distinguishing be 
tween areas and special conditions, 
however, the national average 
would appear to be about 4% 

2) Sales agent competition is the 


their commission-cutting competi 
tors. Most builders are not equip 
ped to handle sales, advertising, 
promotion and planning by them. 
selves, and will “pay what the 
market will bear” to get qualified 
help. 

3) The commission usually de- 
pends on the builder's volume. 
Small builders are generally pay 
ing a full 5%; large builders, pro 
ducing 100 or more houses a year, 
sometimes pay as little as 1%, or 
a fixed fee that often amounts to 
even less, On a national average, 
however, the large builder is pay 
ing 

Much of this depends on the 
financing available, the price range 
and saleability of the ona the 
overall housing market and other 
factors. Therefore generalizations 


How Much Commission 


for Sales Agents? 


because well-planned houses with 
attractive financing, sold by a 
trained and experienced sales 
force, sell readily, allowing the 
sales agent a respectable profit. 

4) The sales agent usually pays 
advertising costs. In only three 
cases — two in upstate New York 
and one in Michigan — did the 
Jounnat find sales agents receiv- 
ing a 5% commission with the 
builder paying all or half of the 
advertising costs. 

In those cases where sales agents 
are getting less than 3% commis- 
sion, the builder invariably pays 
advertising costs. At 3% or 4%, 
the arrangement is sometimes on 
a 50/50 basis 

5) Your commission will usually 
depend on the mutual regard you 
and your builder have for your 
services. From the tone of their 
comments, it is clear that some 
sales agents are no more than 
“hired-help.” After indicating they 
offer their builders little or no real 
service, these sales agents say, in 
effect, “My builders just don’t ap- 
preciate what I do for them.” 

V. E. Barton of Modesto, Cali 
fornia, who will sell between 50 
and 70 houses for four builders 
this year, expresses a far more 
perceptive attitude. Barton pro- 


vides land, plans, specifications, 
cost sheets and pays for advertising 
and promotion, at a 5% commis- 
sion. 

“We try to impress on the 
builder that even though his opera- 
tion and ours are separate, we are 
in business together and what is 
good for them is good for us and 
vice versa.” 

One of the largest sales agents 
in the country has set up a regular 
commission scale. This scale is 


There are nearly as many ways of paying commissions as there are 
sales agents. There is no clear-cut national pattern, Competition for 
builders’ listings is the biggest force pushing commissions down. In 
practically all cases studied by the JoURNAL, the commission paid 
is pretty much in line with the services the sales agent offers the 
builder. On large projects you can expect to get 5°; only when you 


perform maximum service, from planning to follow-ups. 


biggest mushing commissions 
down. By ot at their relation 
ship with builders as an employee 
to employers, without real confi 
dence in the need for the services 
they offer, some sales agents get 
builder business only by under 
selling their competition, In certain 
areas, builders are more “sophisti 
cated” than in others, better able 
to provide for themselves. Sales 
agents seeking their business be 
lieve their services are not really 
indispensable — the builder could 
(they think), if he wanted to, get 
along without his sales agent. 

In general, however, the reverse 
is true. In many large cities sales 
agents who offer good service are 
getting larger commissions and 
more builder business than are 
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are dangerous, even misleading. 

When a sales agent takes over 
the sale of houses already built, 
in which he has had no hand in 
the planning and which may there 
fore be hard to sell, he usually asks 
for, gets, and then earns, his full 
5%. When he works with the 
builder on planning, handles all 
the advertising, and generally per 
forms the expected services of a 
sales agent, resulting in a well-or 
ganized, highly saleable project, 
he may quite easily ask for 5%, 
get 4%, and earn 3%. 

The important point is that good 
agents, offering complete 
service to their builders and yet 
working for a reduced commission 
of say, 3%, are usually well pleas 
ed with their arrangement. This is 


sales 
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used by salesmen who are hired as 
“independent contractors” for list- 
ing and selling new homes for 
builders: 

“Commissions on houses 
will vary depending on the size of 
the development, mortgage terms 
and our agreement with the build- 
er. Our services may be offered for 
the following rates: 

A) Individual new house (regard 
less of terms) 

B) Where we sell more than five 
houses per year in scattered lo 
cations and we do all advertis 
ing at their expense 
Where we sell a number of 
houses per year with conven 
tional mortgage financing and 


builder pays all advertising 

and promotion 

number of 

with liberal 

FHA finan 
advertising 


Where we sell a 
houses per year 
terms of VA or 
ing and we pay 
and promotion 
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E) Where we sell a 


number of 
houses per year with liberal 
terms of VA or FHA finance 
ing and the builder pays all 
advertising and promotion 29 
This same schedule defines a 
“project” as a development of suf- 
ficient size to require three or more 
full-time salesmen 
The small builder, content with 
10 or 20 houses a year, forms the 
backbone of most sales agents’ 
business. These small builders, 


once they have acc epted their need 
for a sales agent's help, grow more 
rather than Ses dependent on their 
sales agent as time goes on. In the 
minal course of working with 
builders, sales agents develop new 
services designed to meet that par- 
ticular builder's needs. Once the 
relationship is established, both 
sales agent and builder appreciate 
the special functions of the other, 
both concentrate on the common 


= of selling the houses as quick- 
y and profitably as possible. 

When that time comes, the ques 
tion of a 4% or a 5% commission 
is secondary, and the threat of a 
commission-cutting competitor be 
comes unimportant. When the 
sales agent loses sight of his real 
reason for working with the build 
er that is, to Aelp him, for a 
reasonable fee then the builder 
will go somewhere else 


HEN you're developing a 

project of several hundred 
homes over a relatively long pe- 
riod of time, how much should you 
contribute to the community 
you're creating? 

‘Peninsular Realty Company, 
Inc., of Jacksonville, Florida be 
lieves the responsibility does not 
end with the sale of the houses. 
They believe the overall success of 
the project depends a great deal on 
proving your concern for commu 
nity needs 

Peninsular Realty is developing 
about 225 acres in its Sans Souci 
project, and one of its outstanding 
is a fully-equipped five 
acre park, complete ih swim 
ming pool. The recreation area, in 
addition to the pool (which is 
standard AAU size), has been pro- 
vided with a recreation building 
with locker rooms, assembly room 
and a fully equipped kitchen 

The park has slides, teeter-tot 
ters, swings, a basketball court and 
covered sand boxes. Built by Pen 
insular Realty at a cost of approxi 
mately $60,000, the entire park 
and recreation area have 
turned over to the county for op- 
eration. 

“Sans Souci” has its own sewage 
disposal plant and storm sewers, 
and features houses ranging in 
wice from $10,850 to $13,200. All 
“ mes have three bedrooms and 
one, one-and-a-half or two baths 
Since the project is a continuing 
one, promotion goes on steadily all 
the time. Construction is adjusted 
to demand, and furniture is moved 
from one model home to the next 
as the development progresses. 

FE. R. Dunsford of Peninsular 
explains their model home sales 
procedure this way: “We have two 
salesmen stationed at the subdivi 
sion at al) times, with three more 
in the office on brokerage and sub 
division work. These men go to 
the subdivision on Sundays as re 
quired. We have two weekend 
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RECREATION — 


a Valuable Merchandising Feature 


Looking for a way to generate greater public interest? This Florida 


real estate company provided a full-scale park, complete with swim- 


ming pool, as the Number One feature of its 225-acre development. 


This AAU-sized swimming pool is the center of attraction of the fiveacre, $60,000 
recreation area of a Florida subdivision. Developed by Peninsular Realty in Jackson. 
ville, the park and — were provided by the builders and on completion were turned 


over to the county or operation. 


salesmen, but it is only to keep the 
various houses covered. It has been 
my experience that the weekend 
salesmen will sell on-the-spot deals 
when they can. but they want 
someone else to do follow-up work 
These men have jobs and a regular 
income, and it just isn’t necessary 
for them to make the hard sales.”’ 
Follow-ups are handled with 
prospect cards filled out by the 
salesmen which give enough in 
formation to follow through. Sales 
men are required to follow through 
on all visitors classed “prospects.” 
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Model homes are best opened on 
Sundays, Dunsford believes, and 
should be kept open daily from 2 
pom. until dark. The model home 
in “Sans is kept open for 
an indefinite period, and when all 
the homes are sold another is fur 
nished elsewhere in the subdivi 
sion. The model home serves as 
on-site hadquarters 

Visitors are allowed to go 
through the model home “as they 
please,” Dunsford says. Two sales 
men are kept at the home, and are 
stationed at the front entrance 


Souci” 
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Here's an example of competition to existing 
apartment buildings, Style-conscious tenants 


like the individually-controiied builtin air 
conditioning in every bedroom and living 
room in this New York City apartment build- 
ing just completed last month. There’s an 
emphasis on space up to %3-foot living, 
rooms, oversize foyers and separate dining 
rooms, carefully — kitchens with larger 
refrigerators and quality equipment, abun- 
dant closet and storage space, large windows, 
private balconies, prestige lobby, basement 
garage. Pease & Elliman, is agent. 


N REAL ESTATE circles, 1956 will be historically 

known as the “Year of the Great Change.” It will 
he the year when more tenants of apartment build 
ings become suddenly conscious of the great change 
that has taken place in the decade since the war, and 
they will decide to do something about it. For the 
first time since the end of the World War II, rent 
control and the Korean War, renting tenants have 
found time to look about and see the progress of the 
world, And whether you, too, recognize the changing 
face of the world we live in, determines whether you 
and your owner discover new profits in 1956 

‘Take a look at Chicago, for example, my home city 
Dozens of fancy new apartment buildings have gone 
up in the past few years along our lake front 

Like shopping centers so good they destroy many 
formerly satisfactory secondary store locations. so, 
too, the new lake front elevator apartment buildings 
will help destroy some of the value of run-of-the-mill 
old-fashioned walk-up apartments. Each new ele 
vator-type, lake front, high-priced apartment con 
tains a family who are convinced the new way of 
life is good and worthy of its cost. They are dedicated 
to bring about a style-consciousness and appreciation 
of the new, among all their relatives and friends 
They will convince these friends that they. too 
should move to a new and fancier building 

This building of style-consciousness did not mean 
much when there were one, two, or ten new build 
ings. But now, with 50 modern buildings, and a dozen 
more under construction, the pressure on the old 
fashioned fuddy-duddies is tremendous 

Let's take a good look at what these new building 
are like. Since 1949, there have been 52 new, major 
buildings constructed along the thin shore-line from 
north to south side. Each has cost $1 million or more 
ach has rented from $38 to $70 per room per month 

and many of the earlier ones have been refinanced, 
freed from controls, and have increased their rents 

What differentiates these new from older 
buildings, and creates demand for which people glad 


Ones 


Adupted from a speech before the Chicago Real Estate Board 
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Modernize to Satisfy 


Style-Conscious Tenants 


Tenants are becoming more style-conscious, and the apartment man- 
ager who fails to recognize it is doomed to higher vacancies and 
dwindling income, says our author. They want air conditioning, 
prestige lobbies, automatic elevators, modern kitchens and baths, 
more glass areas, more of the sleekness and conveniences of the 
new buildings dotting the skylines of better areas in today’s major 


cities. Modernize and compete! 


By WILLIAM EVERETT 
Vice President 
Browne & Storch, Inc. 
Chicago 


ly pay higher rents? (And believe me, they are pay 
ing for them.) There is nothing of a bargain, dollar 
wise, in new rentals, but there is a value-wise. 

First, of course, we are struck by their much great 
er glass expanse. Wall-to-wall glass is common, and 
there is greater and greater acceptance of the floor 
to-ceiling window 

There are other factors than exterior design that 
denote the modern building. You will be interested 
to note that every one which was checked (although 
my investigation was not 100%) has oil-fired heating 
plants. Every one has automatic elevators; 30%, how 
ever, provide doorman service at least some hours 
Type of heating varies quite a bit; only two have the 
old-fashioned cast iron radiation. Convector radiation 
is most common; about 20% use baseboard radiation. 
10% use radiant panel heat. 

The most shocking news of all is that only six new 
buildings built or being built, are completely air 
conditioned. That really puts us back in the horse and 
buggy days. doesn’t it? | warrant you that every 
one who hasn't air-conditioned completely will re 
gret it within five years 

I'm one of those who guessed wrong, too. Back in 
1952 when plans were being drawn for 1000 Lake 
Shore Drive, I spent four days in New York study 
ing air-conditioned buildings. My conclusion was that 
the renting public was not ecucated to paying a fixed 
overhead differential in rent for air conditioning and 
that we would not get sufficiently more rent from 
enough more people to make it pay. We should, there 
fore. set up provisions where the tenant could air 
condition at his own expense, if he so chose, but we 
would not make the additional investment. 7 hat deci 
sion may have been 100%, right in 1952 — it’s 50%, 
wrong today, and by 1958, it will be all wrong. A 
modern building must be “comfort conditioned” win- 
ter or summer, and I am convinced the public is fully 
able and willing to pay for it 

There are other features, too, that make the mod 
ern building preferable. Thanks to the zoning law. 
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everyone has garage or parking facilities. Older build 


ings must somehow compete, Sundecks or outdoor 


patios are general. Kitchens universally have eye 
appeal. Lots of storage cabinets, a modern refrig 
erator with lots of built-in gadgets to get out of order, 
and usually an ample frozen food locker; stoves with 
more dials and buttons than a TWA Mainliner, dish 
washer, and disposal for a slight extra charge. Tele 
vision outlets and built-in antennae systems are ex 
pected. Receiving clerks are customary 

You undoubtedly have noticed in all the ads of 
these new buildings, about their sound-proof quali 
ties. A prospect came into the office last week to make 
application for a new apartment, and I was giving 
him a rundown on the usual routine. I said, “Any 
children?” “No.” “Any pets, dogs, birds?” “No.” He 
said, “I’m really quite an ideal tenant. I’ve lived in 
one of these new buildings before. I don’t play the 
radio or throw wild parties. Confidentially, however, 
I do have a fountain pen, and when I write, it 
scratches like hell!” 

Well, who wouldn't want a new apartment? They 
sound pretty grand after the old klunker we live in 
Tired of walking upstairs? Tired of the old high sink 
where the enamel is about worn off? Tired of that 
old dirty tile in the bathroom where even if you scrub 
and scrub, it never looks clean? “Hey, Dad let’s 
move!” 

So you and I, who manage these thousands of old 
fashioned units, what are we going to do about it? 
We're going to start right now and fix them up. 
Scared of vacancies? Not a bit. i'm hungry for more 
money. One of our well-known Chicago managers 
took a number of $75 per month apartments, spent 
$400 in modernizing each bath, and immediately 
rented them at $100 per month. Furthermore, many 
other tenants volunteered the increase if their apart 
ments were similarly improved. Think of it $300 
per year, or $3,000 added to the value of your proper 
ty by the expenditure of $400. Any manager who 
delays ten minutes in improving his owner's prop 
erty on this basis should be court-martialed 

A few years ago, another of our good friends here 
told us of the many new dishwashers, disposals, kitch 
ens, and other equipment he was busy installing. He 
didn’t mention, however, that the net incomes of 
those properties more than doubled after moderniza 
tion. And, have you noticed those ads in the classi 
fied column whenever they have a vacancy, and the 
rent goes up another notch. “Lobby decorated by 
Arthur Beverly” I have seen it so often that I'm 
almost ashamed to go home nights. Somehow, with 
out their saying so, I've been made to feel that I'm a 
disgrace because my lobby hasn't been done, too, by 
Arthur Beverly. Yes, that’s the power of advertising. 
and it is making all of us more style conscious 

Opportunities to increase profits through restyling 
and modernization apply to all classes and types of 
property. It is true that style-consciousness starts at 
the top and spreads down, but it travels mighty fast 
The fellow ae drives around in a 1949 Chevrolet is 
just as anxious to turn it in for a swell green 1952 
hardtop, as is the fellow in the 1954 monotone anxious 
to get a snazzy purple and sky blue Thunderbird 
Race, creed, sex, or age are not limitations on the 
style urge, and people today have the money to 
gratify this urge. Our trouble is, as apartment man 
agers, we have been content to sell and resell a 1927 
product. when really our public is crying for a mod 
ern, comfortable, convenient, colorful 1956 job. And. 
furthermore, our public will pay for it 


Use Spring 
“Round-up” 


Ads 


Vi AL SHERMAN of Baltimore developed this “in 
stitutional” ad as a spring preview of projects 
he’s handling for builder-clients. Sherman says the 
ad serves several purposes Before the spring mar 
ket opens it portrays to buyers new development 
that are coming up, invites them to see plans, sites 
and models, and gets deposits pending the opening 
of the models. It creates buyer and builder confidence. 
and encourages other builders to give us their homes 
for sale. It brings in a lot of trade-in business.’ This 
ad appeared in the Baltimore Sun, March 11 


* BUYERS YOU BENEFIT BY... 


* THE BUILDER BENEFITS TOO... 


e and NOW TRADE-INS... 


OFFICE OPEN SUN. & DAILY 9 A.M. 106 P.M 
PHONE RO. 4-6600 


Ma Sermait 


Just an Inkling of... / 
THINGS OM 
BE A SIDEWALK SUPERINTENDENT 


PRODUCT SELECTION — 


Important Part of Your Builder Service 


N November, 1954, a JounNAL 

survey of sales agent activity 
showed that roughly 63% of the 
sales agents prt | the country 
were working with builder-clients 
on planning houses to be built. 
Only 50%, of the sales agents help- 
ed their builders select products, 
materials and equipment. 

Since then planning help for 
builder-clients _ come to be a 
service offered by 98%, of the sales 
agents, and 83% are now helping 
their builders choose saleable prod- 
uts, 

One result of this rapid develop 
ment has been the vaaiien of the 
sales agent as an important factor 
in selling products to builders. For 
the most part, sales agents report 
that distributors, suppliers, deal- 
ers and factory representatives are 
calling on them, explaining the 
features of their products and try 
ing to enlist their support. 

Gordon Williamson of Detroit, 
for example, who is exclusive 
agent for the highly successful 
“Kendallwood” development (see 
the November 1955 JounNaAL), 
and whose organization is selling 
1,000 houses for 20 builders this 
year, has made a point of working 
very closely with his builders 
throughout planning and construc 
tion, “We now have suppliers 
stopping by at the office to ac 
quaint us with their products,” 
Williamson says 

The significance of this trend 


toward greater and greater coop 
eration the sales agent 
and his builders in the choice of 
products has been that the sales 
agent now, more than ever, must 
be constantly up-to-date on new 
products and sales features. He 
must make a more consistent effort 
to keep track of the comments of 
prospects and buyers, and must 
evaluate shifts in buyer interest. 

Sales agents are also makin 
much wider use of the Salata 
material supplied by product man- 
ufacturers. As Nathan Licht, proj- 
ect manager of Lane Realty Son 
pany of Forest Hills, New York, 
says, “Our distributors of equip 
ment, appliances, and other prod 
ucts tin. st a valuable service in 
acquainting our salesmen with the 
merits of their particular prod- 
ucts.” They also help, Licht says, 
“by advertising aad promotional 
work they do and in general assist- 
ing us in promotion. We use their 
kits to describe and talk up the 
merits of the products.” Lane 
Realty’s salesmen are fully in 
formed of the dimensions of the 
houses they sell, the materials that 
are used, and all construction fea 
tures, “Salesmen are instructed to 
talk up the benefits of advertised 
materials and products as being in 
keeping with a quality house.” 
(Licht’s company will sell be 
tween 1,500 and 2,000 houses for 
30 builders this year.) 

Dale Fairless of Virginia Beach, 


Architectural style 


How many sales agents give their 
builder-clients help in planning? 


94.9%, 


Size and price range 


Products and major features 


83.0% 


July, 1956 


Virginia, whose whole organiza- 
tion is geared toward new house 
sales and who will sell 350 new 
homes for two builder-clients this 
year, asks for samples of materials 
from suppliers and also requests 
that aaa be on hand at open 
ings to explain their products. 

Mal Sherman of Baltimore, a 
veteran sales agent who is selling 
400 houses for 16 builders this 
year, says, “Every possible mer- 
chandising aid should be utilized. 
Launching model houses is an ex- 
citing promotion and is similar to 
what it must be like to open a 
Broadway production. Every latest 
idea the public is reading about in 
national advertising and seeing in 
home magazines should be consid 
ered,” 

John E. Cyr, sales manager of 
Sims and Grupe Company of 
Stockton, California, says he has 
found that natural wood cabinets 
are a “must” in his area, as well 
as built-in ranges, ovens, hoods and 
fans, dishwashers and disposers. 
Family rooms are also a requisite 
in larger homes, as is the private 
bath for the master bedroom. Slid 
ing glass doors to the patio are also 
popular 

Use of various products as mer- 
chandising aids is a standard pro- 
cedure with most sales agents. 
Rather than equip a house and 
then ignore its product features, 
sales agents are putting increasing- 
ly greater emphasis on all possible 
features. Here are some of the 
product features sales agents are 
using: 

Air conditioning: Although 
many sales agents in “cooler” 
parts of the a don't antici 
pate a full-fledged demand for air 
conditioning for another year or 
two, 27% of those surveyed have 
used air conditioning as a major 
sales feature. In areas such as the 
southwest, of course, air condition 
ing is already fully accepted. Den 
nis Wagner of FE] Paso, Texas, says, 
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It is now standard procedure with most sales agents to sit in on 


initial planning with their builders for the express purpose of 


selecting brands and types of products, materials and equipment 


that will help sell the houses. This activity has increased tremendous- 


ly over the past building season, as astute real estate men realize that 


having a saleable product is the most vital part of merchandising. 


“We have been putting air condi 
tioning in all our houses for four 
years.’ Ross Ellis of Cleveland 
says that buyers will never demand 
air conditioning, “but if builders 
will install it the public will buy 
the houses more readily.” Lane 
Realty is using air conditioning 
as an optional feature in more ex 
pensive homes in the New York 
area, and in Baltimore Sherman 
believes the demand is only being 
delayed by price and inadequate 
FHA-VA_ recognition of value 
Frank J. Negrelli of DiCarlo Real- 
ty in Cleveland says that now 
about “one in ten are requesting” 
air conditioning. 

Built-in ovens and ranges: These 
are among the top sales features 
being to builder 
clients by sales agents. More than 
80% report using built-ins as mer 
chandising aids. Sherman points to 
built-ins as being one of those fea 


tures widely advertised and publi 
cized that can be profitably capi 
talized on by the A nee sales agent 

Automatic washers and dryers 


An even 50% of the sales agents 


report using automatic laundry 
equipment in their builders’ 
houses 


Colored bathroom fixtures: A\ 
though sometimes offered on an 
optional basis, colored bathroom 
fixtures are used by 82.2% of the 
sales agents. Licht says he has 
used these fixtures for years, leay 
ing to the purchaser the 
color selection, 

Ceramic tiled baths: Even more 
popular than colored bath fixtures 
is the use of ceramic tile in bath 
rooms. More than 87% report they 
use ceramic tile as a sales feature 

Other products which typify 
the increasing consciousness 
merchandising value of product 
features are temperature control 


actual 


of the 


systems, insulation, floor covering 
and interior wall covering, water 
heaters, heating equipment, win 


dows, sliding and folding doors, 
countertops and metal as well as 
wood kitchen cabinets 

wo ago ol even less, 
many agents shied away 
from advising their builder-clients 
about “unseen” products and ma 
terials. But with the greatly in 
creased effort by dealers and dis 
tributors to acquaint sales agents 
and their with their 
products, more emphasis is being 
put on these building materials in 
selling the houses. 


years 


sales 


sales fore es 


The Training Problem 


One of the big problems in tak 
ing advantage of brand-name prod 
ucts, materials and equipment ts 
the lack of knowledge many sales 
men have about their sales points 
To overcome this handicap, most 
sales agents are elaborating thei 
training programs. Builders are 
called upon to explain construction 


procedures and techniques, and 
suppliers are asked to give dem 
onstrations. In one case, a manu 


facturer’s representative had to 
overcome the resistance of the sales 
force before he could persuade the 
agent of the value of the 
product. Another sales agent ha: 
his vote the 
ucts that are to be used, believing 


sales 


sales force on prod 


that his sales people are in closest 


contact and hence best qualified 


appeal 


to judge any product's sales 


Play Up Quality F 


1 to 7 p. m. 


OPEN TODAY 


Peyments os low os "79" por month 
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| EWSPAPER ads announcing 

opening of projects must have 
impact and yet supply adequate 
information. Max McDorman of 
the Kissell Company in Columbus 
Ohio used this ad recently, tying 
in financing terms, chief sales 
features, brand names of products, 
and a directional map. MeDor 


man is selling 300 houses for six 
builders this year, and helps his 
builders select features like the 
Westinghouse appliances, Minne 


apolis-Honeywell controls and 
American-Standard bath features 
spotlighted in this ad. His sales 
men use manufacturer's kits to 
help get full use of brand-name 
products used, and are also briefed 
by distributors and dealers at 
Kvery effort 1: 
get maximum mileage out of all 
quality features 


sales 


meetings made to 
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Le neton Fark 
4 wt Drive Up 
Rance WASHER ONY ER gen 
YOU CAM SURE IF IT'S WESTINGHOUSE HONEYWELL i 
te KISSELL company = 


This “How to Buy Your Home” 
booklet provided by Realtor Dale 
Fairless covers basic information for 
prospective home buyers. Clear, 
concise explanations of financing 
procedures, income needed to qual- 
ify for PHA and VA loans, break- 
down of closing costs and other 
fees are included. 


“Usually women buy the houses,” 
says Miss Fairless, and backs up her 
conviction with an all-woman sales 
force, Her ads, such as this one, 
emphasize the woman's point of 
view, Special entertainment or fea- 
tures for children are a regular part 
of her merchandising programs. 


DALE FAIRLESS 
REALTY gad INSURANCE CORPORATION 


To Develop New Home Selling 


Start With One Project 


Starting a builder service takes a great deal of planning. One good 


way to get into it is to take on a small project at the start, analyze 


your results from it, add specific services you feel your prospective 


builder-clients will need, then really promote this new phase of 


your business. That's the success story of a Virginia Realtor. 


a real estate com 
pany to project selling may 
pose a special problem for you. 
Chances are, you've been handling 
brokerage of existing houses, com 
mercial property and land and 
have managed rental property. 
Under such an operation, your 
salesmen may tend to give most 
attention to those phases of it 
which pay the most commission, 
neglecting other important phases. 
Such was the case of Miss Dale 
Fairless, Realtor of Virginia Beach, 
Virginia. How did she make the 
transition to selling for builders 
and within three years sell 700 
new houses for builder-clients? 
The company started by han 
dling one project for a builder, and 
learned enough about builder prob 
lems to get another project. “Our 
competition didn’t seem interested 
in this type of selling,”’ Miss Fair 
less says. Upon completing the sale 
of the second project, she found 
that additional services to the 
builders were necessary, if the 
company was to speed sales and 


$4 


develop the right kind of relation 
ship between builders, sales agent 
and buyer. It was then she decided 
to turn her whole organization to 
project selling 

Here are some of the services 
she has developed to expedite sales 

1) “Upon receipt of a signed 
contract we obtain a credit report 
immediately, to be sure the cus 
tomer can qualify. Then we help 
him obtain all the necessary exhib 
its required by our mortgage com 
pany, including taking the appli 
cation for the loan. This assists 
the purchaser and improves our 
relationship with him by reducing 
the time needed to complete the 
loan. 

2) “We eliminate the need for 
the purchaser making appoint 
ments and going to various offices 

which some cases in 
volve waiting a week or more, in 
volving the buyer in discouraging 
red tape. By concentrating on our 
customer's loans we speed mort 
gage placement and save the build 
er money his construction 
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MA 21980) 
KI 5-7943) 


financing isn’t tied up after the 
house is completed and sold just 
because the buyer hasn't as yet 
qualified 

3) “We regularly meet with the 
FHA and VA loan officers, and 
find both offices very Coo erative 
in telling us which exhibits are 
necessary .O we Can provided ad 
ditional credit information not 
generally supplied.” The company 
makes a point of getting informa 
tion on such items as life insur 
ance. with the numbers of the 
policies, along with the serial 
numbers of any stocks and bonds 
“These are often overlooked when 
determining the net worth of a 
purchaser,’ Miss Fairless says. 

A new Fairless project of Amer 
ican Houses is being kicked off 
with a “Jubilee Home Decorating 
Contest.” In order to win, entry 
blanks must be obtained by visit 
ing the model home and submit 
ting ideas pictures cut out of 
magazines on how the contest 
ant would decorate the home she 
inspects A questionnaire must be 
filled out giving preferences, which 
Miss Fairless says “will be of great 
help to us and the builder.” Win 
ners of the contests (one contest 
for each of three projects) will be 
treated to a trip to New York. and 
will be wined and dined, taken to 
Broadway shows and will appear 
on a television program.” Ameri 
can Houses is cooperating in the 
entire promotion 
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In Merchandising Shopping Centers . . 


A Good Brochure is Worth its Cost 


HEN you're leasing a shop 
ping center, you've got a 
great many facts to get across to a 
prospective tenant. These facts 
should be presented in as clear and 
concise a manner as possible. Most 
important, the presentation should 
be dramatic, readable and design 
ed to achieve the utmost in 
chandising value 
Perhaps the best brochure we've 
seen on shopping center promo 


mer 


NATIONAL REAL EsTaTE AND BUILDING JOURNAL 


tion has been prepared for the 
Summer Center in Memphis by the 


Edward LeMaster Company. leas 
ing agents. The center has a total 
land area of 667.000 square feet 


total store area of 197.950 square 


feet and 1,026 car spaces 


Two things make the brochure 


stand out: It is a fold-out type, and 
it uses color in one of the most ef 
fective manners we ve ing 
a fold-out type permits the use of 


een, | 
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increasingly larger panels as the 
brochure is opened out from it 
size to the minimum 
maximum 22”x 434” size. This give: 
unbelievable flexibility in use of 
panoramic aerial views, 
and large color block 
Space does not permit full di 
cussion or reproduction of the bro 
chure, Copies may be obtained for 
further study from W. EF. Althau 
er, 628 Falls Building, Memphi 


plan views 


| | | 
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FONIGHT in U 


NCOLN VILLAGE .- 


AILY 10 
y 11 Throw 


7 


| 


| 
| 


1) Front page of Sims & Grupe’s special section on Lincoln Vil- 
lage plugs away at quality idea, introducing all eight custom 
builders. 


2) Each participating builder had a full page to show his house 
and introduce himself in the project brochure. Page reprints 
served as handouts. 


%) Stockton, California, sales agents coordinated the aye 
through group meetings and progress letters such as this, ex: 
plaining all work completed or underway. 
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Promotions 


Projects involving several builders can get out of 
hand if they are not coordinated properly. This 
California Realtor company uses group meetings 
and progress reports to keep all parties informed 
of every decision and instruction. These cover all 
details from soliciting cooperative advertising to 


instructing the builders to sweep out their houses 


and make way for the decorators. 


JARADES OF HOMES have been widely and suc 

cessfully used, particularly during the past few 
years. Why not put their popularity to work by 
staging your own? Such a promotion is specially 
well-suited for a project involving several builders 
where you are the sales agent. It can be done, pro 
viding you properly coordinate all facets of the pro 
motion 

The idea is being used successfully by Sims & 
Grupe, Stockton, California Realtors. Its “Lincoln 
Village” development is the center for its “1956 
Parade of Custom Homes.” featuring the houses of 
eight of the company’s 15 builders 

A 12-page section of the Stockton Record on May 
11 was largely devoted to the Lincoln Village proj 
ect, with special feature articles on each of the build 
ers and many of the sidelights of the project 

In addition to this, Sims and Grupe produced a 
24-page brochure on the “Parade,” with full-page 
write-ups on the home to be built by each builder 
and a center-spread describing the development as 
a whole, including its big “Lincoln Center” shopping 
center 

Mimeographed cost sheets, breaking down cost of 
the basic house and listing extras and their costs, were 


drawn up for each builder. Here is a typical sheet 


Cost of the House That 


2 
jasic house on your lot 


ID.” Built! 


$20,265.00 
On an 80-foot Lincoln Village homesite 44.00.00 


Total $23.665.00 


This particular home has many extras, including 


plastic shower door, larger mirror in bath, wall 
paper, extra-large patio, landscaping, fences 892.50 
Total $24,557.50 
Basic house includes 


range and oven 
General 


Thermador NuTone hood and 
fan, Hotpoint dishwasher 
10’x20’ concrete slab, patio, birch cabinets, vinyl 
tile in family and kitchen 
voltage electrical control system 


Electric or 


room Remco low 


How much the brochures cost, along with costs 
of the “Parade” promotional and operating expenses. 
will be useful in preparing your own promotion 


Promotional and Operating Expense 


Newspaper advertising $1,425 
Artwork, engraving 200) 
Printing 
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Directional signs 150 


Miscellaneous 100 
Flags 
( leanup 
Misce llaneous labor 
Fence posts and rope 7) 
Mailing brochure 0) 
Badges 25 
Lunches, entertaining, et 100 
Cocktail party 100 
Radio advertising 200 
$2. 800 
Expenditure on brochure 
Printing $1,450 
Art $50 
Engraving 50 
Agency $25 
xX penses $2.575 
Revenue 
Fight pages at $250 $2,000 
One page at $4350 0 
Inside cover 0 


Less ex perses 


Profit $ 275 


Coordination is the key to success of a joint project 
such as Lincoln Village. Greenlaw Grupe, partner of 
the company, kept all phases of the project running 
smoothly by use of a regular progress report mailed 
to all parties concerned with any part of it. Many 
of the reports resulted from group meetings of the 
builders and Sims & Grupe 

For example, here are the decisions and instruc 
tions in the April 30 progress letter, one of the last 
ones before the May 11 opening 


@ Announced that all ads in the brochure 
sold, all reading matter prepared and that the bro 
chure had gone to press. 


were 


@ Bach participant would reasonable 
number of the brochures, an additional 600 would be 
mailed to prospects and the rest would be given to 
the Sunset Little League (charitable organization ) 
for sale at a booth erected at the homesites 


receive a 


* Advertising for sper ial newspaper section Com 
pletely sold and stories in process 


@ Individual builder's banners and direc 


tional arrows prepared 


signs. 


@ City manager permission obtained to 
street in front of the eight model 


rope off 


7 Parking area being leveled off and request that 
no more trash be dropped in that area 


@ Lumber 
of model area 


company to install fence at north end 


@ Lawn being planted 
$8 per house for peat moss 


Builders to spend $7 to 
to make watering easier 
Kach builder to be responsible for his own yard 


@ Reprints of each builder's page in brochure 
available at $17.50 per thousand for handout 
be imprinted with builder 
per thousand 


Can 
own message for $7.50 


@ Agreement to delay opening one week, preview 
to be held Thursday night before Friday, May 11. 
opening. Houses open to public every day thereafter 


@ Request builders complete finishing by May 4, 
allowing remaining days for decorator 
disturbed 


to work un 


yf) 
‘ 
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romotional Literature 


HEN you're representing 
small builders or promoting 
a project of relatively few homes. 
you can seldom afford colored, let 
ter-press printed brochures. How 
ever, you shouldn't let this fact 
discourage you from preparing 
some kind of information for pros 
pects. A New Jersey Realtor uses 
mimeographed sheets for facts 
about the area along with a small 
lithographed four-page folder 
printed in brown ink to show the 
house, floor plan, map showing the 
way to the demonstration house 
and a small amount of good sell 
ing copy 
The illustrations show the four 
pieces used by Peter Barna of Clif 
ton, New Jersey. The first is a 
kind of letter, headed, “Welcome 
to Northwood Estates.’ It explains 
briefly the advantages of living in 
a wooded, spacious area, yet near 
all the facilities needed by home 
owners. It sells the Barna Agency 
and its superior service in assist 
ing families with their housing 
needs 
The second piece is a “housing 
survey,” designed to help pros 
pects make up their minds and to 
act by giving the Barna Agency 
facts about their interests, needs 
und financial ability. The “wel 
come” letter urges them to fill in 
the survey form and mail it back 
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Needn't Be Expensive 


Prospects want and need certain basic information about your 


projects, and they usually don’t care whether its printed on slick 


paper. Here’s how a New Jersey Realtor cuts costs and still gets the 


facts across to his prospective customers, 


to the agency as soon as possible. 

The third piece is a fact sheet, 
printed both sides, giving com 
plete information about North 
wood Estates and the surrounding 
area. And when we say “complete 
information.” we mean it. Here 
are the headings of items covered: 
Churches, schools, transportation 
(buses and railroads), improve 
ments provided at Northwood Es 
tates, service organizations, sum 
mer recreation program, hospital 
and ambulance facilities, Morris 
County employment opportunities, 
business opportunities, shopping 
facilities, facts about the city of 
Butler. 

It may be that all prospects 
won't read all the information pre 
sented, but there’s value in show 
ing the thoroughness of your serv 
ice, both for the prospect and for 
the builder 

The fourth piece is the litho 
graphed brochure, needed to show 
a perspective of the house, its floor 
plan and location. By saving on 
the printing of the other three 
pieces, Barna could spend more on 
this key piece. 

Other ideas and comments of 
Barna’s may shed light on ways 
to improve your merchandising. 
espec ially if you represent several 
small builders. 


Barna is building no houses 


July, 1956 


NATIONAL REAL Estatt 


himself this year, but is limiting 
his new construction interest to 
selling 75 houses for ten builder 
clients. As is true of most sales 
agents within the shadow of the 
New York metropolitan area, 
Barna works on a relatively low 
(21%4-3%) commission, with the 
builder absorbing all costs of ad 
vertising and promotion (signs, 
brochures, newspaper ads. etc.). 
Barna works with an advertising 
agency in preparing all promo 
tional material — again typical of 
many sales agents in eastern Unit 
ed States. 

Depending on the builder, Barna 
handles interim and permanent 
financing, and takes care of all 
VA and FHA processing. He does 
not offer centralized purchasing as 
yet. but believes the idea “very 
definitely” has merit as a service 
to builders. As for helping his 
builders on product selection, 
Barna makes this comment 

“Getting the builder to use na 
tional brand-name products is our 
biggest problem. Home buyers 
now are looking for brand names 
when they buy, and will increas 
ingly do so as time goes on.” Barna 
says there is still an educational 
job with many builders to get 
them to work more closely with 
their sales agents, but comments 
also that there has been a marked 
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1) “Welcome” letter sells benefits of Northwood Estates in beau- 
tiful Lake Edenwold as well as the Barna Agency. 


2) Housing survey provides a systematic way to get a prospect's 
housing needs, interests and financial ability down on paper. 


improvement on this score. “It 
isn't too long ago that builders 
wouldn't cooperate,” he says, “but 
they're doing so now.” 

Because the builder pays adver 
tising and promotional costs, Barna 
has had some difficulty persuad 
ing builders of the value of using 
radio and television advertising 
The builder, if he is to get full 
benefit from his sales agent's serv- 
ices, must cooperate more fully 
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with him, particularly on promo 
tional campaigns 

Barna says that builders should 
get a better understanding of the 
sales agents a “new interpreta 
tion,” Barna calls it. “If a builder 
paid his sales agent a better com 
mission, instead of trying to cut 
it to the bone, he would be in a 


better position to go back to the 


sales agent when he needed land 
to build on.”” Some builders, Barna 
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$) Informational brochure, printed both sides, gives all facts a 
prospect could want about the project, from buses to boating 


4) Center spread of four-page brochure shows an effective house 
rendering, floor plan, quality features, and selling copy 


want their sale 
only as 
ources for them 

This commission-cuttung ap 
proach, where it is accepted by the 
sales agent. “can't be done 
fully” over a long period of time 
The time is past when cut-rate 
sales agents can make a good sale 
promotion effort and make sales 
The cut-rate falls by 
the wayside 


points out agents 


to act land-acquisition 


ucces 


sales agent 
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Market Analysis — 


Basic to Good Merchandising 


Being aware of the activities of your competitors can be tremen- 


dously helpful in guiding your own plans. By making a regular 


market analysis you will be able to give your builder-clients a clear 


picture of their competitive situation. The analysis shown below 


will help you when preparing your own survey. 


ARKET analysis, as a service 

to builder-clients, is frequent 

ly overlooked, Yet, when properly 
used, good market analysis can be 
a helpful guide in determining 
whether a proposed development 
can be improved 
The information is 
typical of the market analysis one 
midwestern sales agent compiles 
hefore he accepts a builder's proj 
ect. This survey of activity is 
confined to the general area of the 
city where the proposed project is 
to be located. Because of the con 


fidential nature of the report, iden 
tifying information has been omit 
ted here. 

Much of the information mak 
ing up this market study is readily 
available in advertising and news 
paper coverage, Other material is 
available in published reports of 
building permits and data availa 
ble to everyone at local govern 
ment offices 

By making your records of 
building activity as complete and 
up-to-date as possible, you can give 
your builders advice based on the 


realities of your local market. It 
will also be of great value in de 
termining the approximate cost of 
advertising and promotion that 
will be necessary to put your proj 
ect over successfully 

If you are not yet selling for 
builders but plan to in the near 
future, market analysis of this 
type can be an effective sales tool. 

It is one of the best means avail 
able, for example, of getting to 
know your prospective builder's 
woblems from the “inside.” If you 
ave a clear idea of his competi 


Comparison of Homes in East Metropolitan Area 


100-150 

1) Project A Homes 
(A) 26'x40' Three bedroom ram 

bler, Birch trim and cabi 

nets, dry wall, very low 

consumer appeal. Poor loca- 

cation 
24x32’ Two 

expansion, 
(C) 26x34 Four 

baths 


$14,500 
bedroom and 
$13,000 


$16,400 


60-70 
2) Project B Homes 
Three bedroom 
rambler, Plastered, pine 
trim, same plan as above 
All utilities in and paid for. . $13,785 
275 
5) Project C Homes 
(A) 24'x36° Three bedroom ram 
bler, Oak trim, dry wall, just 
fairly finished, Has sold 50 
homes since firat of year 
(1s) 24x32 Two bedroom and 
expansion, Shown unfurnish 


$13,250 


Homes 
kitchen 


4) Project D 
(A) plus 16” 
overhang. Finding fairly 
atrong resistance because 
of location next to chemical 


plant. Has sold 130 homes 
since opening. (Credit his 
advertising.) Simple con- 
struction. Note 6” steel 
beam. Poor grade siding... 
(B) Under construction, 
Three bedroom rambler 
Two sliding doors. Shower 
enclosure, Nutone copper 
hood above range in kitchen; 
Musi-Kom system controls 
in kitehen; speakers in 
other rooms. $13,000 


$12,250 


175 
5) Project E Homes 
(A) 26'x40° Three bedroom ram 
bler. Same plan as Project 
Birch trim throughout, 
very saleable 
(B) Not sure of size but ap 
proximately 28’x44°. Three 
bedroom and full dining 
room; or four bedroom 
rambler 


$13,000 


$15,000 


263 

6) Project F Homes 
(A) 26'x40° plus 16” kitchen 
overhang. Includes stone 
front. Dry wall. Birch trim 
Shows well. Builder is ap 
proximately 75 homes ahead 

of sales . $13,400 
Three bedroom ram 
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bler. Brick front, No over 
hang... 

(C) 26x46 Four bedroom ram- 
bler. Brick veneer. 16” 
kitchen overhang 


$11,800 


$17,550 


78 
7) Project G Homes 
(A) 26'x46° Four bedroom ram 
bler. $800 down including 
closing costs. All birch trim 
dry wall, best value in area 
Beautifully built and 
able : 
(B) Three bedroom ram 
bler. $850 down including 
closing costs $14,500 


sale 


$16,500 


12 
8) Project H Homes 
(A) 24x46" Four bedroom ram 
bler. 1% baths. Dry wall, 
birch trim. City gas. Sewer 
in and paid for 
(3) 24°x42° Three bedroom ram 
bler $13,500 
(C) 26°x56° Three bedroom ram- 
bler, With 11°x19 attach 
ed garage, 8x11’ breeze 
porch 


$14,895 


Note: Project X only real competitor offer 
ing utilities in and paid for. (Ed. Note 
Ihis project is not included in the survey 
report as reprinted here 
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tion, and sound factual material 
supporting you, you stand a much 
better chance of persuading him 
to enlist you than you 
would if you approached him and 
spoke only in generalities 

Market analysis will equip you 
to make concrete suggestions to 
the builder: Whether he should be 
aiming at a different part of the 
market; whether the design and 
layout of his houses is on a par 


services 


range; whether 


Almost 


any 


with those built by 
competitors; whether the area in 
which he is active is being over 
supplied with houses in his price 
the 
building is designed to appeal 
most to the people likely to be in 
terested in his area because of new 
school construction, new shopping 
centers, and so on 


with a fair knowledge of his com 


his successful munity can speak with what 
ounds like authority on his local 
market. Many have nothing to 


back up their ideas beyond the um 
pres they ve while 
driving around with prospects. I 
you can back up 
with you 


house he js yathered 


your statements 


facts, not only gain in 


creased respect for your argu 
ments, you demonstrate your abil 
real estate man ity to provide your builders with 


useful information 


With Air Conditioning 


| ENEFITS from air conditioning reach much fur 

ther than the initial comfort it brings during hot, 
humid days. In a scientific study of 22 families living 
in air-conditioned homes and 22 families in non-au 
conditioned homes, researchers find that families liv 
ing in air conditioned homes eat better, sleep better, 
feel better, engage in more creative activities, spend 
more time in the home, have a 
family life 

Following are the specific benefits that can help 
you sell more houses, They are directed to the pros 
peciive home buyer so that you may use them in 
your advertising. 

Family Life Your family will spend from 20% 
to 70%, more waking hours per average summer week 
as a family group. Your children will be happier 
when indoors. Your family will dine together more 
often, perhaps 30% to 40% more. The increased 
hours of family life will result from the better dis 
position of the head of the household, and harmony 
throughout the entire family 

Hobbies of Wife at Home Your wife will have 
from two to four times as many hobbies at home be 
cause of the added leisure time and comfort air con 
ditioning brings 

Sleep You will average 18% more sleep per 
night during summer months. Your children will 
sleep an extra half hour. During daytime naps, chil 
dren will sleep a whole extra hour. Your comfort dur 
ing sleeping hours will be vastly improved. Your 
family can count on awakening rested from 95% to 


more harmonious 


100% of the time 
Dining You'll prepare better, more healthful 
meals because you'll feel better. You'll serve a 


wider variety of foods, including more pastries and 
oven baked dishes, 

Entertainment Your family will spend from 
three to four times as many guest-hours entertaining 
indoors. You'll save from $5 to $6 per week during 


summer months because you'll no longer need to go 


Facts for Merchandising 


Here is a summary of the important 


benefits found in the air conditioning 
research village in Austin, Texas. Use 
them in your advertising copy. Talk 
them up at your demonstration 
houses. Post them on a placard near 


the air conditioning unit. 


to the movies, restaurant or club just to be comfort 


able. You will have more time for 
clubs that meet in members 

Family Your laundry time will be cut 
in half. You'll spend far less time dusting and clean 
ing your home. No longer will you have to do‘de« 
orating for the summer months 

These are the findings of a scientific research team 
studying 44 families who actually lived for more than 
a year in a test village where half the home 


activity in social 
homes 


( hores 


were 
air conditioned. In your own air conditioned home 
you'll find many other comforts and savings in addi 
tion to those listed. Air conditioning is truly comfort 


and health-conditioning 


AIR CONDITIONING BENEFITS PROVED BY RESEARCH 


TEMPERS STAY COOL, 
TENSIONS FADE 


INTERIOR DECOR CAN BE 
LIGHT AND AIRY 


‘ 
NEW ROOM DESIGNS 
CREATE MORE 
USABLE SPACE 


SKIN FEELS CLEAN, | 
SOFT AND COOL 


DADS WORK FEWER 
NIGHTS AT OFFICE 


DRESSER DRAWERS 
NO LONGER STICK 


~ 5) 


Product Progress 


(Continued from page 16) 


low due to unusual flexibility of the equipment. The 
illustration shows various locations for it. 


Weather-Selector with a Cost-Saver Plan 7-?° 


Typhoon Air Condition 
ing Company offers this 
compact waterless year 
round unit, said to have 
the smallest cooling coil 
yet for a 4-ton capacity. 
Along with the Weather 
Selector, Typhoon dealers 
offer builders a Cost-Saver 
Plan, a trouble-shooting 
blueprint which gives 
specifications for 
closet installation. The 
Weather-Selector furnace 
is a heavy-duty gas-fired 
unit with all automatic 
controls and safety fea 
tures. 


New Booklets You Should 
Have for 


® Planning New Homes 

® Training Your Salesmen 

® Modernizing Properties 

* Building Shopping Centers 

® Operating Your Business 
The Care and Cleaning of Aluminum Windows Dur- 
ing and After Construction 16 pages; prepared as 


a service to the building industry by the Aluminum 
Window Manufacturers Association. 7-21 


Residential Air Conditioning 25 pages; summary 
report of the Austin Air Conditioned Village Project. 
Fairly technical but informative for any Realtor do 
ing research on air conditioning. 7-22 


Swimming Pool Care, Supplies and Equipment 
52 pages. Profusely illustrated. Contains data, photo- 
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graphs and prices of every item needed to build a 
residential or public pool. Modern Swimming Pool 
Co. 7-23 
Central System Air Conditioning Manual 24 pages. 
Well illustrated. Shows 18 different ways to install 
self-contained central system air conditioners. Amana 
Refrigeration, Inc. 7-24 


Nighttime Lighting Magic for Homes 1 page-re 
print from General Electric Lamp Division's “Light” 
publication. Shows interesting ways to dramatize land 
scaping and outdoor features with light. 7-25 


Ideas for Westinghouse Confection Color Kitchens 
12 pages. Full of brand new color and arrangement 
ideas for different architectural styles and decor. 7.26 


Glamorize Your Home with Ornamental Iron 8 
pages. Well-illustrated catalog of Tennessee Fabri 
cating Company's iron and grill work products. — 7.97 


A New Way of Life in the Office 16 pages. Color 
brochure showing what can be done with movable 
walls in office planning. Arnot Jamestown Division, 
Aetna Steel Products Corp. 7-28 


Melody Master Home Intercom System } pages. 
Describes and shows how to install the Melody Master 
intercom system. Such systems are becoming popular 
as sales features. 7-29 


Mills Movable Metal Walls Provide Space Control 

68 pages. Workbook showing interiors of movable 
walls for different types of buildings. 50 photographs 
of actual installations. 7-30 


Tax Policy 36 pages. Tax Institute popes: on 
tax studies of the plant, the office and the city. Par- 


ticularly deals with industrial location impacts. — 7.31 


Bakelite Plastics in the Home Building Industry 

16 pages. Attractive, well illustrated, two-color book- 
let bulging with ideas on ways to use plastics in home 
building. Bakelite Company. 7-32 


Heating, Ventilating and Air Conditioning Guide for 
1956 1,176 pages, 53 chapters. Contains data from 


To receive further information without cost 
or obligation for any items reviewed, use the 
handy inquiry form on page 10. 


source book 
x 9”, blue cloth bound, 


7-33 


335 manufacturers and is the industry 
of technical information. 6” 
$12 per copy. 


Modern Real Estate Practice new textbook for real 
estate men. Dr. Fred Case, author. Discusses prob 
lems and activities of the successtul owner or manager 
of a real estate business and the principles he must 
use, 7-34 


How Good Is Our Land Development? 6 pages. 
Bulletin of Urban Land Institute. Due to controver 
sial subject matter, author prefers to remain anony 
mous, $1. 7-35 


Blueprint for Neighborhood Conservation 48 
pages. Booklet by Build America Better Committee 


(Please turn to page 45) 
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Norman Hartenstein 
St. Laurent, Canad. 


L. H. Barstow 


Avon, Connecticut 


F. M. and T. EB. Andrew 


Lawrence, Massachusetts 


Van Winkle & Liggett 
Rutherford, New Jersey 


Scherger Homes 
Pittsburgh, Pennsylvanis 


Gettysburg Construction Co. 
Gettysburg, Pennsylvania 


Cowan Irvine, Inc 
Mobile, Alabama 


Paradise Builders 


Scottsdale, Arizona 


The Development Co. 


Fort Smith, Arkansas 


Padgett Realty Co. 


Colorado Springs, Colorado 


Daytona Beach Savings & Loan 
Daytona Beach, Florida 


Leslie Blank 
Florida 


J. M. Chick 


Bowling Green, Kentucky 


Parks Realty Co. 
Statesville, North Carolina 


L. M. Shirley & Co. 
Raleigh, North Carolina 


I. J. Hughes Lumber Co 
Bartlesville, Okla 


The om Co 


Myrtle Beach, South Carolina 


William J. Elliott 
El Paso 


Texas 


Lovelace Starliper 
Martinsburg, West Virginia 


birst Federal Savings & Loan Ass'n 


Elgin, Mlinois 


Allinson & Co. 


La Grange, Ilinois 


John R. Worthman 
Fort Wayne, Indiana 


Security National Bank 
Kansas City, Kansas 


Federal Savings & Loan Ass'n 


St. Paul, Minnesota 


Douce & Co 
Marion, Ohio 


RK. A. Cline, Ine 


Cincinnati, Ohio 


Racine, Wisconsin 


Dewhurst & Associates 
La Jolla, California 
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“Numerous people ask us for 


PERFECT HOME Magazine,” 


“For the past five years we have 
been the proud sponsor of Prr- 
rect HOME magazine in our 
area,’ says Realtor Douglas Van 
Riper of Long Island. “During 
that time Perrect HOME has been 
exceptionally well received, and 
numerous people have asked to 
be added to our mailing list. 

“Quite often key townspeople 
tell us how much they enjoy it 
and look forward to seeing the 
many wonderful and unusual 
ideas it offers in planning or dec- 
orating their homes. We have 
many letters of commendation in 
our files attesting to this, 

“We feel Perrect HOME ts an 
excellent liaison between our of 
fice and the influential families 
of our community” 

For more than a quarter of a 
century Perrect HOME Magazine 
has been serving blue ribbon or- 
ganizations the nation over, Each 
month it acts as a personal call on 
the key, influential families for 
local sponsors and their selected 
co-sponsors. Through Perrect 
HOME, a service is performed for 
these key persons by bringing to 
them the latest in home design, 
home decorating and furnishings. 
Prepared by a skilled staff of ar 
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says Douglas Van Riper, Long Island Realtor 


Douglas Van Riper, 
Douglas Van Riper, Inc 


president of 
, has operated 
his own real estate and insurance busi 


ness for the past 40 years, He 
rently president of the Manhasset Real 
Estate Board, having 
same capacity 10 years ago. He is a 
New York State Asso 
ciation, a governor of the Long Island 
Real Estate Board and a past —}~ 


ms «cur 
served in the 


director of the 


of the Queens Chapter of the ong 
Island Board. His elder son, Douglas 
M., is now associated with him as 


sales manager. Mr. Van Riper is active 
in Kiwanis and other civic groups and 
is past American 
chairman of the 


Federal 


commander of the 
Legion. He is 
board of the Baysicke 
& Loan Association 


now 


Savings 


tists, editors and photographers, Perrect HOME associates the spon 
soring group with quality, high ethics and fair dealing. 

A limited number of exclusive, annual, renewable franchises are 
available in certain communities for established firms with excellent 
reputations. If interested, address your inquiry to: 


STAMATS PUBLISHING COMPANY 


CEDAR RAPIDS, IOWA 


Number 134 in a Series 


Pome ! 
pert 
| 
| 
4 | 
| alll | 
| 
| 
| 
| 
L. L. Freeman 
+4 


Televiewers Watched This Home Grow 


BUILDING SITE OF 


Channel 20 DREAM HOME 


JEHLE BROS. 7 SMITH & TYSON 
GENERAL CONTRCTORS EXCLUSIVE AGENTS 


ECONOMY ELECTRIC CO. Wiring * BRADLEY PLUMBING & HEATING CO. Plumbing 
SLAUSON & ROYAL. SOUTHERN SASH of MONTGOMERY Summum Windows 
SEALY & JEHLE. ved Quarry The MONTGOMERY FAIR, Interior Decorations 
ORKIN EXTERMINATING CO. JOHNSON NURSERY & DALRAIDA NURSERY, Londevape 
HODGSON CONCRETE CO. & MONTGOMERY ROQUEMORE CO, ant 


FEATURING THESE FAMOUS PRODUCTS 
REVCO REFRIGERATOR FREETER GENEVA KITCHEN CABINETS BLACKSTONE WASHER DRYER IRONER 
SURBURBAM ELECTRIC RANGE ADMIRAL TELEVISION KITCHEWAID DISH WASHER EUREKA DISPOSALL 
ELJER BATHROOM FIXTURES * GE WEATHERTRON AIR CONDITIONING 


Site billboards lists all subcontractors and products fea- 
tured on the show, Officials of FHA and VA as well as 
subcontractors also appeared on the program. 


Intimate detail gave viewers chance to see all steps of construc. 
tion, Here General Electric's “Weathertron” air conditioning 


system is explained, Station WOOV-TY telecast each day, 


Many local television stations are eager for ideas 
on new types of programs. You can take a cue 
from this successful promotion in Montgomery, 
Alabama by a prominent Realtor and perhaps 
come up with television coverage your ad budget 
could never otherwise afford. 


( VETTING newspaper publicity for a well-planned 
J project of homes is a comparatively simple task 
Obtaining television coverage is something else again 
However. it can be done, providing you have some 
thing in your projects that will interest your local 
station and its viewing audience. 

Smith & Tyson, Montgomery, Alabama. Realtors. 
had just that. In one of its new subdivisions, the com 
pany was building a “Dream Home” which would 
sell for about $35,000. The idea for TV coverage 
originated with the station 

With cooperation between the station, Smith & 
Tyson, contractors and sub-contractors, a step-by-step 
coverage of construction was worked out. The result 
is a half-hour program every afternoon between 3; 30 
and 4 p.m., followed up each Sunday night at 8: 30 
p.m. The first afternoon’s program showed the 
ground-breaking ceremony, and later came coverage 
of work on the foundation, framing. roofing, plumb 
ing, wiring, air conditioning — and even termite con 
trol. The various operations were described to view 
ers. Sub-contractors showed and explained their part 
in construction. Products and materials were also 
demonstrated and explained 

The “Dream Home” is the demonstration house in 
the project, which will include 120 homes when com 
pleted. Most of the lots were sold to general contrac 
tors, with sales handled by Smith & Tyson. A few 
lots were sold to individuals for custom construction 
All but seven of the 120 lots were sold before street 
improvements were completed 


Product Progress 


(Continued from page 42 


of NAREB underwritten by the Henry J. Kaiser com 


Inc. of California. They help fill the demand for the 
feeling for spaciousness in living areas. Th 
by Arthur Ehrlich, Los Angeles builder, is equipped 


with Sun Valley doors 


panies as a public service. An excellent guide for Real 


Notes on Baseboard Heating 
“Weather Magic 


Air Conditioning the Home 
best summaries of the industry 


explanation of operation, 


12 leading architects. 50¢. 


This Year’s Best Homes — 1956 


see the houses In miniature, 50¢ 


Award Homes 


ments. SI. 


Prize Homes 


Solar Heat & Light Control 


A Sales-Making Feature 


Sliding gla 
role in selling houses. says Sun 


Project Selling 


Continued trom page 22) 


agents in the New York and Long 
Island area, Gale works on a com 
mission of 114%. payable one-half 
on contract and balance on clos 
ing of completed deals. The build 
ers pay for advertising and pro 
motion, of course 
J. G. Haislmaier of Milwaukee 
points to an unusual problem as 
his main project difficulty. It 
stems from the “cross meeting of 
prospects by two or more sales 
men.” resulting in uncertainty as 
to whose prospect it is 
J. Lauer of Auburn, New 
York. like Mal Sherman of Balti 
more and several others. have no 
serious problems with their proj 
ect salesmen. Lauer credits it to 
his salary-plus commission ar 
rangement; it gives “splendid re 
ults.” Lauer says. 


2 pages. Part of Trane 
bulletin, Volume 19, No. &. Tells 
a great deal about such systems for residences 7-37 


14 pages. One of the 
we've seen. Covers 
costs, the market, unit sizing, FHA requirements, 


Selected Plans for New Air Conditioned Homes 6 
pages. Filty house plans suitable for air conditioning, 
including ranch, split-level and 11% story plans. By 


63 pages. Selected 
plans by leading architects. You can order blueprints 
of any of the models or get a model-making kit to 


18 pages. Collection of outstanding 
home designs by Hiawatha T. Estes 


and styles, including a few duplexes and garag apart 


6 pages. Colorful bro 
chure describes advantages of jalousies in controling 
solar heat and light. Shows “before 

of modernization projects. Lemlar Mf 


and “alter” shots 


doors and jalousies play an important 


Valley Industries. 


tors engaged in conservation and slum clearance. 7.36 


7-38 


7-39 


house 


To receive further information without cost 


or obligation for any items reviewed, use the 


7-40 handy inquiry form on page 10. 


Covers all sizes 


Adaptable 


7-42 own offices by 
Builders, 


g. Co 7-43 


engineer, say 
the material 1 
quare foot 


Mullin and Walsh in Haver 
town, Pennsylvania, and Temple 
Pierce of Baltimore, say the hours 
project 


salesmen are forced to 
work are too long. The solution to 
the problem lies in more buildes 
cooperation, Mullin and Walsh 
say. Max McDorman of Dayton 
Ohio has set up a rotating system 
with a group of 15 salesmen to 
avoid conflicts. McDorman has six 
builders and will sell about 4300 
houses for them this year 

R. W. Norris of Cleveland say 
the difficulty is chiefly a matter 
of poor follow-up and that proper 
training holds the answer 

Max Logan. on the other hand 
trikes a familiar note when he 
says project salesmen 
put when a project slows up 
Asked what the solution to the 
problem hould be Logan remark 
ed, “Wish T knew 
Helsel of Harrisburg 


wont stay 


jen G 
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Peg Board Panel Partitions 


Florida. It has a hardboard 
core blanketed on each side 
by glass wool and facing 
of Masonite “Peg Board’ 
panels, painted white De 
7-44 signer Sam Giles 
the cost of 
under $2 a 


7-45 


any office 


1X pages. Selection of different homes is a low-cost acoustical 
that book listed above. By Hiawatha Estes Emphasis 


partition developed for its A 
ison low and medium priced houses. 51 


Clair-Me| 
Tampa 


( OMmpany 


Pennsylvania says the trouble 4 
vetting the salesmen to be able to 
cy h between actual pro 


pect and looker but this 4 
more a matter of innate sale rise 
than traming. and correction o! 
uch a problem ia well lie itt 


better personnel 

Dale Fairle like Logan, say 
project sales people become a prob 
ler ile low down. She 
olves it be ale promotion with 
a bonus on the last few sales be 
fore opening a new model 

Frank P. Felton of Pittsburgh 
says that in his case the difficulty 
is getting hi alesmen to know 
house they're 
ution to thi 


distributor and 


enough about the 
elling. A partial 
lie in, getting 

dealer to explain products fea 
tures to the sales force, and having 
builders explain construction tech 
niques and feature during the 


of construction 


The New | Large Residences » 


National Real Estate 
Estates 
Marketplace 


A Brand New Service Investment Property » 


Designed to Help you 
Sell, Lease or Exchange: Commercial 
Buildings 


Do you have properties or sites suitable for out-of- 

town clients? Then let Realtors in other cities know 

about them. Use the new “National Real Estate Mar- Industrial Sites 
ketplace” featured each month in the JOURNAL. 

Compare the cost of this service with other methods 

of circularizing or advertising such properties. Let 

the JOURNAL make your contacts for you. Your Factory Buildings 
listings will be seen by executives and salesmen in 

the 12,000 leading realty offices around the coun- 

try, plus the real estate officers of major chain and 


industrial organizations. Shopping Center 
Space 


Cost per Issue 


lisswe Jissues 6 Issues 
Minimum size (3% x 2) ..$50 $45 $40 
Each additional unit 
(33% x 1”) $20 $15 $15 Farms 
Columns are 3°s" wide (or 20 picas). There is 
no limit on how large your ad may be. 


Send copy and photographs by the 20th of 


the month preceding publication. Engravings 
will be charged at advertiser's cost. Subdivision Sites * 


July, 1956 NaTIONAL Rea AND BUILDING JOURNAL 


| 
| 


FOR SALE... 


Motel — Supper Club & Gas Station 


Located near small but wealthy town in Northwest lowa. 7 House 
keeping suites. Frame construction built in 1949. 6 rental un‘ts 
with 3 rooms & bath each. All are furnished in a tasteful, modern 
manner 
The 7th apartment (unfurnished) is for the owner/operator. It 
has 4 rooms & bath with office — also full basement for central 
heating & water system 

The layout is in the shape of a GIANT U with a center court 
Guests consist of year-around commercial travelers as well as 
tourists 

A separate building, 45 x 60, contains the Supper Club & Gas 
Station 

This has a highly profitable outlook for an operating couple 
Entire property (Motel, Supper Club, & Gas Station) including 
about 2 acres of land; complete with equipment & miscellaneous 
assets is offered at $75,000 . or the owner will divide! 


BUCKWALTER COMPANY 


514 Nebraska — Sioux City, lowa 
5-4171 — 5-7955 — 5-7956 


Realtor Honorarium 


FOR SALE NEAR NORFOLK, VIRGINIA 


153.6-Acre 
Industrial Site 


On deep water channel, railroad and 4-lane highway 


© The largest remaining tract with deep water front- 
age available for industrial purposes in this active 
Eastern port. 

¢ Unequaled location for manufacturing plant, bulk 
oil distribution, terminal warehouse. Many other 
uses. 

© 3470’ frontage on South Branch of the Elizabeth 
River (35’-40’ channel at mean low tide). 

¢ Virginian Railway (connecting with 8 trunk lines) 
traverses property for 3070 feet. 

¢ Unlimited high voltage electricity available. Also 
natural gas and other industrial fuels and utilities. 


¢ Ample dependable labor favorable labor laws. 


@ Owners will divide into 2 tracts 


Offered at $215,000. 
For details on property NR-44529, consult 


PREVIEWS Inc. 


The National Real Estate Clearing Housc 
49 E. 53rd St., New York 22 ° PLaza 8-2630 


BOSTON CHICAGO DENVER PHILADELPHIA 
PALM BEACH ¢ LOS ANGELES ¢« SAN FRANCISCO ¢ PARIS 


PRESTIGE ESTATE HOME 


This beautiful Georgian solid brick with tile roof, six 


bedrooms, four baths, home is located on artistically 
lancdse aped $4 acres within the city limits of Kansas 
City, Missouri. Associated with the home is a large 
detached three-car garage with excellent quarters for 
domestic help. There is a 20 10 living room, a 
20 x 26 dining room, 19 x 24 sun room, and 16x 18 
library perfect for prestige family living and enter 
taining 


Address inquiries to 


J. C. NICHOLS COMPANY 


410 Ward Parkway 


Kansas City 12, Missouri 


in Philadelphia’s 
“TIMES SQUARE 
INDUSTRY” 


221.000 SQ. FT. 
for Heavy Duty Manufacturing 
or Warchousing 
AHAMINGO AVI AND CLMEBERLAND ST 
@ CRANE and RAIL FACILITIES 
@ HEATED and SPRINKLERED 


@ ADDITIONAL PARKING AREA 


| 
| ALBERT M. GREENFIELD & Co.| 


A COMPLETE 


Re Ait esTA imme 
Walnut and Juniper Sts. 
Philadelphia 7, Pa. 
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NATIONAL REAL ESTATE MARKETPLACE 


BIG SPRINGS RANCH 


Chico (Butte County) California 
(approximately 100 miles north of Sacramento) 


3,697 acres deeded land at $30 per acre, plus 501] 
acres leased, 8 room modern home, 3 room guest 
cottage, other bldgs. Two fine fishing streams, hun- 
dreds of deer. Secluded, Ideal stock ranch and _pri- 
vate fishing and hunting estate. Perfect climate 
1,200 to 2.400 ft. elevation. 


Total price $110,000.00 


Write for brochure and brokers deal. 


WILL TRADE 


FRANK MACBRIDE, JR., Realtor 


2101 Capitol Ave. Sacr to, California 


MOTEL 


EUREKA, CALIFORNIA 


Are you looking for a good motel in a fool- 
proof location? Here is one practically new, 
well-established and with an annual gross 
over $50,000, Retiring owner will accept 
$50,000 down in cash, first trust deed or 
good income property. For pictures and 
full information, contact 


FLEISHER & SPAIN 


REALTORS 
Richard Fleisher 


Robert F. Spain 
SCOTIA, CALIFORNIA 


BIRMINGHAM 
MICHIGAN 


Here in the delightful Birmingham-Bloomfield 
Hills area is a charming story - and - one - half 


Farm Colonial design. 


Master bedroom and bath on first floor. 
3 bedrooms and bath up. 
Freplaces in both living room and library. 


On almost an acre — this is suburban living at its 
best in an old apple orchard setting! Only 2 years 
old. Birmingham School system, of course. 


$39,800 


SNYDER KINNEY 
& BENNETT 


* 237 S. Woodward Ave. Birmingham, Michigan 


CHOICE PLANT SITES 


3 Acres to 150 Acres 


Lease - Lease Back - Sale 
Build to Suit 


CARTERET 


Industrial Center 
Middlesex County 


All Utilities Jersey Central R. R. 
2500 Ft. along Jersey Turnpike 
at Interchange #12 
20 Minutes to New York City 
55 Minutes to Philadelphia 
Excellent Labor Market 


BROKERS FULLY PROTECTED 


Alexander Summer Co. 


REALTORS 
INDUSTRIAL DEPT. 

TEANECK 
TEaneck 6-4500 


NEWARK 
MArket 4-4800 
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An Advertising Service for outstanding properties for sale, lease or exchange. 
Realtors with interested clients are invited to contact these companies. 


r — 


Office Building Location | AN UNUSUAL PROPERTY 


Brookline, Massachuetts | for office, clinical or fraternal 


near Boston Line 


320,000 square feet with 745 feet frontage on busy 


Route 9. Site of unusual beauty, utility and advertis- 
ing value. Perfect for your New England office 
headquarters. Will subdivide. Sell or build on lease 


back. For information 


L. 


LAURENC! 


Donanue, Vice President 


a , cilia Only seven blocks from the 100% business district of Terre 
R. M. BRADLEY & CC a INC. Haute 


with grounds covering a full half city block, this dis 


me: tinguished property includes a 14-room main building and a 
622 Hammond Street rear building with five-room apartment and five-car garage 
Brookline 67, Massachusetts Rooms of the main building are well-arranged for general 


office use, and both buildings are of masonry and steel in near 
pertect repair he itures include passenger elevator main en 


trance hall with marble walls, three baths on second floor, half 
FOR SALE bath on ground floor ind in base ment and full bath in garage 


ipartment. Heat is by zoned-control steam system 
Lease-back on Midwest Property for AAA-1 rated 


: We would be pleased to cooperate with any licensed 

(over $250,000,000) tenant, 12-year lease, annual | broker on a 50% basis of our authorized 5% com 

rental over $40,000. One year old building, 15-year 

mortgage balance approximately $300,000. Will sell Taxes, payable 1956, are $2,484.18 

equity for $150,000. Buyers must purchase stock Authorized sale price: $100,000. 

Buyers only. Buyer's agent must identify your buyer 

No commissions paid. f NEWLIN-JOHNSON CO. INC. 
Send replies to | 603 Ohio Street Star Building 

Box 16-€ TERRE HAUTE, INDIANA 
NATIONAL REAL ESTATE AND 


127 Sixth Ave. S.E. Cedar Rapids, lowa To Sell. Lease or Exchange i 
open the doors of 12,000 leading real estate offices 
all over America by advertising your specialized, hard 
to-move properties in the NATIONAL REAL ESTATE 
MARKETPLACE. Get full national coverage at nominal 
rates for properties like these 


Commercial Buildings 
industrial Sites 


Factory Buildings | 
Estates and Large Residences 
Hotels, Motels, Resorts 


Shopping Center Space 
Farms and Ranches 
Subdivision Land 

Break the bonds of your local or regional market by 
APAR I MEN I HOt SE (608) ulve rtising your pec ilized prope rties to the men hest 
965 Avenue C., Bayonne, New Jersey quand te Bad you the right buyer ar tenant 


Cost per Issue 


i x 100’; $20,000 over mortgage. (Mortgage, 28 


1 Inoue Iewues 6 | 
vears, $125,000, 4°), interest and 14%, amorti Minimum size x 2°) $45 $40 
zation.) Each additional unit 

(3% $20 $15 
Exterior of the 3-story, 5-year-old building is p Renae ide (or 20 picas). There is no limi 
new brick. It has colored tile baths, modern ap 7 | may be 
pointments in its 17 units ser grapl the 20th of 
Want property that can be cashed out or half cash and 


summer cottage in eastern section of the United States. 
NATIONAL REAL ESTATE AND 
C. B. Snyder Realty Co., Inc. BUILDING JOURNAL 


61 Newark St., Hoboken, New Jersey Phone: SW 2-3800 427 Sixth Ave. S.EF. 


Cedar Rapids, lowa 
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AREB bas found a new home, 
moving its national headquar 
ters into the new Carson, Pirie, 
Scott & Company office building in 
Chicago. Located on the 13th floor 
in fine defiance of superstition 
the offices will be occupied by a 
staff of 85 employees and will be 
fully air conditioned, Movement to 
the new headquarters is a step in 
the right direction, and all those 
responsible for the change are to 
be complimented. 


An M. I. I. engineering protes 
sor says that solar heating as an 
economical, Competitive method, 
requires much more research and 
cle velopment work. M. I. T. is 
building its second experimental 
solar house. The first, built in 1949, 
showed that over a four-year period 
75°, of the seasonal heating load 
was carried by the solar heating 
system, and the remaining 25% 
handled by auxiliary heating. 


The Indianapolis Star is carry- 
ing a valuable service in its Sunday 
real estate section. A keyed, quar- 
ter-page map enables buyers to lo- 
cate open houses and other adver- 
tised properties, which are listed 
and aeol in another quarter-page 
space directly below the map. The 
homes are divided according to 
number of bedrooms, and the list- 
ing broker's name appears by each 


AAA-1 rated tenant will lease any type Bldg 
with 50,000 to 100,000 sq. ft. with ample park 
ing, located anywhere east of Mississippi ke 
with 200,000 population within 15 mil 
Broker cooperation invited 


Mitchell Realty Co., 276 - 


iver 
radius 


‘th Ave., N.Y. 


taining 


FUTURE REAL ESTATE 
Brokers, Appraisers, Managers 


Investigate our Home Study and Residential 


courses in Real Fatate 
the business. Send for bie FREE CATALOG 
today, No obligation. Approved for World 
War Il and Korean Veterans 


WEAVER SCHOOL OF REAL ESTATE 


(Est. 1936) 
2020N Grand Avenve Kansas City, Me. 


Includes all phases of 


one, The idea is a good one, par- 
ticularly for larger cities or cities 
with a confusing street layout. 


The Columbus, Ohio, Real Es- 
tate Board is going to repeat its 
rehabilitation project this year be- 
cause of excellent public response 
to last year’s project. Primarily in- 
tended as an educational project, 
the house was sold, returned the 
$500 loaned by each of 12 member- 
investors at their own risk, and pro- 
vided the board's public relations 
fund with unexpected income. 


Tishman Realty and Construc- 
tion Co., Inc., of New York, and 
the Prudential Insurance Company 
have worked out an unusual trans- 
action. The agreement involves a 
sale at $35 million of a one-million- 
square-foot, 38-story, air condition- 
ed office building in midtown 
Manhattan, with a lease-back for a 
total term of 88 years (including 
renewal options). Nine structures 
were demolished to make room for 
the new skyscraper — Tishman’s 
fifth office building project since 
the end of World War LIL. Pruden- 
tial’s reason for the purchase was 
expressed by the company presi- 
dent, Carroll M. Shanks: “We are 
convinced there is no sounder in- 
vestment than strategically located 
property in the heart of the world’s 
foremost business center.” 


Baked Enamel on 30 Gauge Metal 
“Write for FREE SAMPLE, Illustrated 
Literature and Prices 


LANCELOT STUDIOS 


100 SEVENTH ST., PITTSBURGH 22, PA. 


MAIL ORDER OPPORTUNITY Exciting he 
Mail 


will show you how to net large profits with no 


business of office side line order executive 


invesiment ' merchandise of advertising re 


quired. Experience not necessary. Prover 
cal, fully explained in FREE confidential letter 
Write: IMPACT! INC., 2108 Payne Avenue, Dept 
33.7, Cleveland 14, Ohio 


practi 


50 
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Realtor William 5S. Everett of 
Chicago recommends mechanizing 
bookkeeping operations in any real 
estate office where person 1s 
employed for bookkeeping work 
more than four hours a day. Mech 
anization will save from 25°,-60°% 
of the time, reduce 
error which results from fatigue, 
and streamline the whole record 
keeping operation. Explaining his 
ideas to fellow 


one 


employee's 


property managers 
in Chicago, Everett says it is advisa 
ble to let your personnel sell them 
selves on the value of the equip 
ment before you introduce it into 
your ollice. (See Everett's article on 
apartment modernization in 
issue, page 30.) 


this 


VA has announced that more 
than 800,000 GI home loans have 
been repaid in full, plus another 
200,000 business and farm loans. 
The amount repaid totals over $5 
billion. Slightly more than one-half 
of one percent of the total number 
of home loans guaranteed have de- 
faulted, and of the 40,035 loans on 
which claims have been paid the 
VA has suffered a net loss of $19 
million — or roughly 50 cents for 
every $1,000 borrowed. 


An analysis of ‘Tacoma real es 
tate ads reveals these reasons whiy 
people wanted to buy: Descripiuc. 
of house interior (89%); location 
(83%); price included in ad copy 
(56%); description of exterior 
(56%); terms stated in ad (22%); 
design (17%). Location brok 
en down this way: Nearness to 
schools (22%); nearness to shop 
ping district (17%); nearness to 
transportation (6%). The fact the 
home had a garage drew the in 
terest of 17% 
basement. Room for expansion was 
effective in 6% of the cases. Ap 
pearance of the ad attracted atten 
tion 11°%, of the time and the head 
ing drew reader interest in 50%, of 
the cases studied 


was 


as did mention ol a 


Only New York and Philadel- 
phia are still saddled with rent con- 
trol, Baltimore having abandoned 
its rent control regulations earlier 
this year. The New York Real Es- 
tate Board, in its determined fight 
to rid itself of rent control, has 
completed an impressive study 
showing the detrimental effect of 
rent control on private construc. 
tion of rental housing. Less than 
1007 of New York rental construc- 
tion in recent years has been pri- 
vately originated. 


AND Burnpine Jounnar 
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FOR REAL ESTATE 
SALES 


@ CAPE COD @PORT LAUDER 
MASS FLA 


DALI 
Retirement home Jack Higginbotha 
busine opportun Inve 
ties ummer rent lL. Sunrise | 


al 


Pine Acres Realty 
Chatham, Mas 


NEW OR N 
eCOLUMBUS @NEW YORK, N.Y 


OHIO Fass & Wolper, Ing 
ha St 
Robert § Ma Street Proper 
Dingledine Co ties Anywhere 
$38 Rast Main St he A 
Since 192 


@DENVER, COLO 
Garrett-Bromfield & 
Co @LORONTO, CAN 
Security Bldg Barry BE. Per! 


@LDMONTON, 
CANADA 
L. 1. Melton Real 
Estate Ltd 
10154--104rd Street 
9 Branches to Serve 


@WICHITA FALLS, 
TEXAS 


You 

Organized for Serv Rav Keith Realty 
ice Specialized for Co 
Value PO. Box 2195 


FOR INDUSTRIAL 
SITES AND PROPERTIES 


@ ALLENTOWN, PA @ MEMPHIS, TENN 


The Jarrett E.. ©. Bailey & 
Organizatior Co me 
842 Hamilton St 128 Monroe Avenue 


salizing 


astern Pent 


est. LOUIS, MO 


BIRMINGHAM, Ouse Dickmann 
ALABAMA {Al 
Huey M61 Railwa 


Huey Realty Co Exchange Bldg 
406 No. 22nd St 
@eSCHENECTADY 
N.Y 
eCOLUMBUS, OHIO 


blase 
William P. Zinn & 
Co 


State St 
North Third St 


@TAMPA, FLA 


@EDMONTON, 1 
CANADA 1398 S. Dale 
L. T. Melton Real Mabry 
Estate Lid 
10154—-10trd Street 
TORONTO 
CANADA 
@eGRAND FORKS 
NORTH DAKOTA & Hodgek 
Dak. & NW Mir IR 
INGLEWOOD, 
ALI elORONTO 
CANADA 
Emerson W. Dav 
W 


@KANSAS CITY 
MO 


Moseley & Compa @ }ORRANCE, 


Retail, Wholesale CALI 

Tad Alter Realty & 
4th I Trace Nat I ance 

Bk. Bidg 1436 Marce a Ave 
1111 Grand OT ice 


@WICHITA FALLS, TEXAS 
Rav Keith Realty Co 
P.O. Box 219 


CONSULT THESE 


FOR IDEAL 
STORE LOCATIONS 


@ALLENTOWN, PA 
The Jarrett 
Organizatwo Dougher Rolle 
#2 Hamilton St 


Specializing 


@KINGSPORT 
TENN 


Eastern Penn Sale 


@AUGUSTA, GA 
Sherman-Hemstreet 
Realty Co @eMEMPHIS, TENN 
801 Broad St EO. Bailey & 
Co! 
eBALTIMORE, MD Mi Ave 


B. Howard Richa 


eNEW ORLEANS 
Mo Bide LA 
eCOLUMBUS, OHIO & 
9 
William P. Zinn & 
Co 
North Third St 


@SARASOTA, ELA 


g Don B. Newburn 
@eRDMONTON, 144 So. Pineapple 


CANADA Mos 
L. T, Melton Real 


Estate Ltd 


10154 -103rd Street @eSCHENECTADY 
N.Y 
@KANSAS CITY, RC. Blase 
MO) State 


Moseley & Company 
Reta Wholesale 


Industrial e@POLEDO, OHIO 
4th Fl. Traders Nat The Al EB. Reuben 

Bk. Bidge., Co 

111) Grand ou Madison Ave 


@WASHINGTON 5 


Shannon & Luchs 


FOR FARMS 
AND RANCHES 


eLUBBOCK, TEXAS 
Chas. Middleton & 
P.O. Box 1584 
Southwestern Ranche 


@BRADENTON @eRICHMOND, VA 
FLA 


B. Lorraine 
Walter S. Hardis Law Build 
Ke Co Co-one 
6 yea experience 
Ha Bide Wy 
t Free t 
\ 
@eVISTA, CALIE 
CANADA Rule 
L.. T. Melton Rea iW 
bstate Lid Ww ‘ 
10154 Street Free | 


REAL ESTATE CONSULTANTS 


@MEMPHIS, TENN 
©). Bailey & 
M 


Rates for Advertising 


in the “Consult These Specialists’ 


Department: 
Per lesue 
$3 
‘ $3 
‘ han ¢ ‘ 
Add na cf 
harge flo at 


SPECIALISTS... 


FOR LAND PLANNING 


@ DENVER eWILMETIE, 
COLORAIM) M 
Ray Realty. Kea 916 Greenleaf Ave 
1% Stout Street 


Land for Sul 


I trial Site 


FOR PROPERTY 
MANAGEMENT 


eCOLUMBUS, OHIO UMONTON 
Wiliiam P. Zinn & CANADA 
Co 1. 1. Melton Real 


Third St i ate Lid 


tral Street 


@DENVER, COLO 


Garrett-Bromfielc @ TOPEKA, KAN 
& Co (sreenwood Agency 
Security Bldg HE Seventh St 


FOR EXPERT 
APPRAISAL SERVICE 


eCOLUMBUS, OHIO @NEWARK, NJ 


William Po Zinn & Harry J. Steven 
Co 
North Third St +0 Central Ave 
@NEWARK, NJ 
@LDMONTON, Vau Ness Corp 
CANADA Ht W. Van Ness 
L. Melton Real dent 
Estate Led 1 Commerce St 
Arthur Jell 
@NEW YORK, N.Y 
10154 1030d Stre 
entihe Appraisal 
ba ‘ 
ARK 0 
Ray Patte 
LOUTS, Mo 
So. 17th at Rowe Otto J. Dickmann 
MAI 
Railway bx 


@KANSAS CITY 


MQ 
Jos. F. Rule MAT 
HAD We Howard Etcher 
Lichen 
@ MINNEAPOLIS 
MINN elORONTO 
CANADA 
MAI & 
1Ma ette Ave 
} ewart, MA 


MONTGOMERY 


ALABAMA @WASHINGTON 


Lester HOH A kW 
pranal Compa 
sin Build ‘ 
MAI KA 


@NASHVILLI 
IENN @WASHINGTON 


Biscoe Griff Ce Da 

ce 1914 tanton Kolb 
i4t on St MAJ 
les 47 Wise A 


REAL ESTATE 
LOANS PURCHASED 
@SACKAMENTO. CALIPORNIA 


The Curran Compa 
13%) Fourth Avenue 


172.4 
Ave W 
4 4th St. NW 
| 
| | NW 
| 


More than any other feature, Youngstown Kitchens 
MERCHANDISE your new homes and apartments! 


When you offer Youngstown Kitchens, you 
put real sell into the most furnished room 
in the home. You get prospects who are 
pre-sold by the industry’s most aggressive 
advertising and sales promotion campaigns! 


What’s more, you offer kitchens that will 
stay beautiful and easy-to-clean. 


Be sure your homes are equipped with 
Youngstown Kitchens. 


Youngstown Kitchens Builder’s Home Selling 
Plan a complete model-home merchan 
dising package gives you result-proven 
selling help for new homes. Call your 
Youngstown Kitchens distributor for a 
complete, free demonstration of this plan. 


Get the facts on how Youngstown Kitchens 
can help you with rentals or sales. Write: 
Builder Dept., Youngstown Kitchens, Dept. 
NRE-756, Warren, Ohio. 


pivision or AMERICAN-SDtandard 


Youngstown Kitchens are sold in the United States, Canada, and most parts of the world. 


ont just show em... 
| 


